





5 AMA TORK CLOCK. I tuin electric 
. lights on and off regularly. 


Whit is the use of keeping your merchan- 


dise a secret after closing time? A good 


. window display should keep on selling ideas 


to passers-by far into the night. 


I can lengthen the life of your displays 
». four or five hours a day. 
If you are proud of your window displays, 


Sat f 





as’ Bu eer be, an investment om 
fifteen to twenty-five dollars (which is ie 
Teost) will bring you an added profit | 

of them. 

I am carried in stock by 200 wholesale 
distributors in 100 Cities. Find out all 
about me by simply addressing 


TORK COMPANY 
8 WEST 40th STREET, NEW-YORK, N. Y. 
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You will want to 
get your copy of 
our latest book on 
“Store Lighting 
with X-Ray Reflec- 
tors” before the 
rush of the spring 
season, so that you 
will have time to 
study it carefully 
and plan original 
ideas for your win- 
dow displays. 















Write for your 
copy now. There 
is a wealth of new 
Lighting Ideas con- 
tained in it. 


All phases of lipht- 
ing for the store are 
fully covered. Col- 
or Lighting, FLOOD 
Lighting, Spot 
Lighting, and all 
special window ef- 
fects, as'wellas new 
developments in in- 
ior igktin’ and 
show case lighting 
discussed. 






































| Biiee TAPESTRIES, beautiful backSrounds, rare 
settings will do wonders to a display but it needs 
proper lighting, effects from X-Ray Lighting, Equipment 
to ‘‘eatch the eye” and compel the attention. 


As the spectator walks along the street, he is first at- 
tracted to your displays because of the light. The better the liphtin3, 
effects, the better he will be able to see and appreciate the money 
and effort you have spent in giving, him a beautiful display. 


With Color Lighting there abound opportunities for 
unique displays that were never dreamed of when white light only 
was available. You, yourself, know the value of color in material 
displays. Think, then, of the tremendous value and sellin}, power 
of a show window bathed in a glow of beautiful colored light from | 
X-Ray Color-Ray Equipment. It’s immense! © 


For displays that SELL, use more light and use light 
that can be controlled. Use lighting equipment 


‘that has become the “Standard for Show Windows.” 


National XRay Reflector Co. 


31 W. Forty-Sixth Street 1136 West Jackson Boulevard —_ Pacific Finance Building 
New York ‘CHICAGO Los Angeles 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 

, ! Mr 
mation. Read and pass on to 


next name designated. Spier Teen... ee ON Re Pas Pied 3. 
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f HE value of your investment 
in a wax figure, depends on 
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its lifelike grace. 

Herein Frankel Wax Figures ex- 

cel. Every Frankel figure is of 
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the world’s foremost wax fig- 
ure sculptors. 

“Frankel Wax Figures 
Prt ‘Life’ Into Your Show Windows” 
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“Every type of “Display Fixture known” 























Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color and introduced to displaymen 
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HARMONIZED COLOR SCALES 
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only one year ago has proven its great 
practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 
Size 22x29 inches, reinforced with linen back. 


Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 
CINCINNATI, OHIO 
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Annual Display Review Sets Pace For Year 


ITH an avowed program of service and guidance to 

the display profession, The DISPLAY WORLD 
starts the greatest year in the history of the display field 
by publishing an ANNUAL DISPLAY REVIEW. Every 
effort has been made to carefully cover the important 
phases of this rapidly growing industry. Comparison be- 
tween the display windows of today and those of even ten 
years ago, is sufficient to stimulate the displayman, the 
manufacturer and the merchant to greater activity than 
ever before. 

The progress during the year 1923 was greater than all 
the nine previous years combined. First and second assist- 
ants have become full-fledged display managers, and are 
today creating new ideas and stimulating activity in the field. 
Display managers who have long been noted as artists, 
have advanced to greater fields of activity and today are 
numbered among the foremost artists and architects of 
the country. Others have advanced to larger fields, and 
greater display positions. Manufacturers of store and win- 
dow equipment, fixtures and lighting appliances, are recog- 
nized today as among the most important industries in 
all the national manufacturing field. There is every reason 
to look forward to the most momentus year of the 
profession. 

It is, therefore, fitting, that there should be a publica- 
tion of nation-wide scope, in the field that will lead the 
way to the achievement of even greater success for the 
display industry. The DISPLAY WORLD does not take 
credit for accomplishing the great development of the past 
year, but it does feel that it had its little part in it. The 
files are loaded with letters and testimonials, all unsolicited, 
from displaymen, merchants and manufacturers, who have 
observed, with ever increasing interest, the part The 
DISPLAY WORLD has been playing in aiding progress. 
Hundreds of displaymen have attributed their continued 


success the past year to constant reading of the construc- 
tive articles, and the suggestions and exchange of ideas, 
published in The DISPLAY WORLD. This is not true 
only of the department or dry goods store displayman, 
but the hardware, jewelry, stationery, automobile, furni- 
ture, men’s wear, confectionery, bakery, millinery, bank, 
grocery, sporting goods and restaurant displaymen. All 
of them have gained ideas from following this publication 
closely that have resulted in window displays that have 
increased sales. And when sales are increased, the mer- 
chant takes notice, no matter what his line may be. 

The year 1924 will not see a single step backward. The 
DISPLAY WORLD believes in the display field; believes 
it is coming into its own rapidly and earnestly; and with 
that belief, it shall be the sacred aim of this publication to 
lend every ounce of constructive direction and assistance 
to the display realm that it possibly can. As evidence of 
this intention, the year is starting right with this ANNUAL 
DISPLAY REVIEW, setting the pace, and on the subse- 
quent pages, displaymen will find a wealth of material, 
well-worth saving and using for reference throughout the 
year. The program outlined for 1924 by the editorial de- 
partment, to be found on another page, is well worth 
careful scrutiny and is another evidence of singular con- 
structive effort. 

This ANNUAL DISPLAY REVIEW has won the en- 
thusiasm of the entire field and we doubt that anyone 
will be a bit disappointed. Never before was there as- 
sembled such an array of diversified display material. Such 
a mass of well selected thought should prove an inspiration 
to members of-the display profession and industry. 

In view of the wonderful reception this special number 
has been accorded the publishers feel that it is their duty 
to make this special ANNUAL DISPLAY REVIEW num- 
ber an annual event. 
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Metal Display Fixtures 
serve many useful purposes 
for display work 


Our new ‘Merchants’ Guide’ de- 
scribes fully the various Designs and 
pieces available for complete purposes in 
window and department display work. 
It also shows our Wood Period Designs 
and further, has many interesting sug- 
gestions and ideas useful to the display Ne. 506-wih Paves-on Dioley 
manager. ; 





Will be glad to mail you a copy of 
the “Merchant’s Guide” if you will ask 
us to do so. 


Latest styles in all form models. 
Costume, Blouse, Waist, Collarette, etc. 
etc. i 





Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 
New York—35 W. 32nd St. No. 536 Metal Purse Stand 


Chicago— 217 W. Jackson Blvd. Arms extend out 9 inches from the 


Baltimore— No. 1 N. Eutaw St. standard and the height over all is 
Boston— 52 Chauncy St. 34 inches, having a 6-inch base. 
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Foremost Displaymen Predict Future 


Year will see remarkable advance in profession of display 






according to statements of leading artists 





MA JITH the belief that the year 1924 will be the 
EB 4 greatest in the history of the display realm. 
Ck] The DISPLAY WORLD invited the members 
of its Editorial Advisory Board, representative of the 
foremost artists of the display profession in America, 
to write brief predictions of the progress during the 
forthcoming twelve months. The result has been an 
optimistic outlook that even exceeded expectations, and 
clearly indicates the progress anticipated. 

The predictions of these foremost displaymen are 
worthy of careful study. The DISPLAY WORLD 
regrets that it can not publish all of these, but limited 
space prevents. However, the editorial department 
feels that in the following expressions are guiding 
thoughts for greater achievement during the great era 
of progress just beginning. 


At) 


we 





What Does the Year 1924 Hold in Store for the 
Displayman? 
By J. J. CRONIN, 


Display Megr., L. Bamberger & Co., Newark, N. J., and 
President I. A. D. M. 


In all lines of endeavor the men concerned wonder what 
the new year will mean for them, and displaymen are no 
exception to this thought. 

I-should say that 1924 is going to be the greatest twelve 
months of progress we have ever experienced in the dis- 
play field, but saying it doesn’t make it so. But suppose 
we analyze the situation and base our prediction on what 
has passed. Let us, for instance, look back, say, for a 
period of ten years, and let us note the steady progress 
made each year. 

First, you will notice the improvement in the handling 
and display of all types of merchandise, also the ever- 
broadening field of display. The merchant today in small 
cities and towns want their windows and stores to have 
that metropolitan look and atmosphere, and to get it they 
are willing to employ and pay a specialist, where a few 
years ago a salesman or handy man was expected to do 
the best he could. 

In the larger cities, in many stores, the display man- 
ager’s advice is sought on many problems that a few years 
ago, he was never consulted about. Go into the display 
department today, of any of the metropolitan stores and 
compare the personnel with that which would have greeted 
you ten years ago. See the businesslike way display de- 
partments are managed today in comparison to ten years, 
ves, even five years ago. 

Today, display ig a recognized factor in the selling of 
almost everything. You have probably noticed the last 
year or so, even the staid banking institutions have re- 
sorted to display matter to attract patronage. 

Now, with this resume in mind, it is not hard to predict 
that the year 1924 should hold for the display profession, 
a steady increase in influence in the field of selling, and that 
the prestige and standing of the men engaged in this work 
must necessarily increase thereby. I haven’t any hesitancy 
in predicting when this year passes out, the display pro- 
fession, as a whole, and every individual in it, will stand 


on a higher and more substantial base than they do today, 
and this will be gained by the steady accomplishments of 
a body of sincere men who are working to achieve for the 
profession, the recognition it deserves. 


City’s Desirability to Visitor Largely 
Based on Display Windows 
By CLEMENT KIEFFER, Jr. 


Display Manager, Kleinhans Co., Buffalo, N. Y., and Con- 
vention Director, I. A. D. M. 


The display realm will see great advancement during the 
year 1924. I am convinced of that because of the interest 
being shown by the men in the field. Even though it is 
early to predict, there is no question but that the con- 
vention in Buffalo will bring to this city this year, the 
faces of many new displaymen who have never before 
attended one of our ¢onventions. And this gives me a 
thought of one of the steps of progress during the year 
just starting. 

The displayman must consider the visitor in his city, 
at all times, in his window displays. The merchant must 
realize the importance of surrounding his store with enough 
appealing atmosphere to attract the visitor so strongly, 
that he will desire to make that city his home. 

When a stranger visits a city (we'll say your city) his 
opinion of its enterprise and progressiveness will, in a large 
part, be based upon the impression he receives from the 
general appearance and characteristics of its business dis- 
trict. It the streets are dirty, and its business houses 
wear the appearance of slovenliness and neglect; if the 
store fronts are dingy and unattractive; if the display 
windows are dirty and present a jumbled mass of mer- 
chandise placed without discrimination; if both the street 
and stores reflect the absence of progressiveness and enter- 
prise, he cannot avoid the conviction that it would be an 
undesirable place in which to live or do business. 

If, on the other hand, the reverse would be in evidence, 
he should find clean streets, freshly painted buildings, at- 
tractive store fronts and display windows filled with mer- 
chandise carefully arranged; if there were abundant evi- 
dence of progressiveness, he would feel that he had found 
the conditions that were essential to safe investment of his 
money and would favorably consider any suitable invest- 
ment that might be presented to him. 


Serious Attitude Toward Display Window 
as Sales Medium Evident 


By J. DUNCAN WILLIAMS 


Display Advertising Specialist, 104 Auditorium Building, 
Chicago, Ill. 


Window display is on the upgrade. 

The last year has shown a remarkable progress-which 
presages an equal, if not greater progression for the year 
ahead. I do not refer to progress in a technical sense, 
for insofar as the mechanics of the profession is con- 
cerned, there has not been much that is distinctly new or 
different. I do refer to the progress that has occurred in 
the serious attitude of merchants, manufacturers and ad- 
vertising men toward the immense possibilities of the show 
window as an advertising and sales medium. 

Some of these men have already made their investi- 
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gations;.their analyses; their decisions. They are going 
to spend money on window displays and spend enough 
to gt WINDOW DISPLAY! And as soon as their success 
is evident, many others are going to spend much more 
THOUGHT and MONEY on windows. Displaymen who 
have executive ability; displaymen who can think of dis- 
play in terms of advertising and merchandising, rather 
than that of mere technical training, are the men who 
are destined for greater things in the very near future. 

The great drawback to the profession, and one of the 
contributing causes to its secondary status has been that 
there were too many window men who were content to 
trim windows and too few who could sell window dis- 
play to merchants. Small salaries, starved budgets and no 
real interest on the part of the merchant in the window, 
and no one to arouse his interest sufficiently to cause in- 
vestigations, and the inevitable conclusion that would make 
him get behind this valuable selling force with energy and 
money commensurate with the possibilities of his store. 
Theré have been too many displaymen and too few DIS- 
PLAY MANAGERS. 

Displaymen of the future must measure up to the de- 
velopment of the profession or they will be counted out. 
For, as soon as the drawing possibilities of display be- 
comes more evident, men with brains from other lines are 
going to get into it. Watch—but don’t WAIT. Get busy, 
understand that window display is not an END unto itself, 
but a means to an end—which is ADVERTISING, MER- 
CHANDISING, SALES! 

The displayman who can size up his store, and his city 
and plan a display campaign for the year ahead that 
shows a fair chance of increasing the store’s business, 
making its position more permanent and creating favorable 
publicity—will not have great trouble in selling it to the 
merchant and obtaining the necessary budget to finance 
such plans. But, the man who will cash in on the future is 
the man who can visualize the possibilities of window dis- 
play for a number of stores, and plan a campaign for 
many stores. This is the man whose future looks brightest 
to me. Manufacturers are on the lookout for such 
men now. 


Windows of Future Will be Used to Much 
Greater Advantage and Aim 


By DAVID A. MOREY 


Display Manager S. S. Pierce Co., Boston, Mass., Instructor 
of Window Decorating, Boston University 


Out of the experience of the past, comes the develop- 
ment of the future. The experience of the past years has 
shown, conclusively, that display advertising is the most 
direct method of reaching the people, but that this method 
needs further development. 

The future will see not only more windows used for 
advertising, but the windows that are used, will be to 
greater advantage. The time has come when the display- 
man must recognize a standard of quality, this standard 
must be high and the displayman must follow it religiously. 
All progressive business men appreciate the value of de- 
partment store window advertising, but apart from the de- 
partment and specialty store windows, there is a dearth 
of quality displays. 

The great development must come from the decorator 
of. the small store window. The displays of nationally 
advertised products must improve, for from them, the small 
store absorbs their standard of quality. The independent 
display service is apt to do quantity work of low quality 
at low prices. It would be more valuable to all con- 
cerned, if for 1924, they would have as their slogan “Quality 
Displays Cost, But They Pay.” 


Development of Display to Reach All Places 
Where Public is Likely to Gather 


By CHAS. W. MORTON 


Display Manager Weinstock-Lubin & Co., 
Sacramento, Calif. 


The world’s greatest advertising medium and fascinating 
free entertainment is DISPLAY WINDOWS. Go to any 
city and what is about the first to attract your attention—the 
show windows! Great developments are looked for during 
this coming year. Where crowds congregate, displays of 
all classes of merchandise will soon appear. In fact they 
have already started—attractive window displays and show 
cases will develop more and more, not only displays of 
local, but nationally known goods in attractive windows 
and cases in the hotel lobbies, theater arcades, railroad 
stations, amusement places, convention halls, etc. Mer- 
chants throughout the country and national advertisers 
will realize the value of such displays. You will also find 
in the near future considerable development and demand 
for the independent service displayman, brought about chiefly 
by the nationally known manufacturers and distributors to 
say nothing of the great increase of the specialty shops. 

More thought and attention will be given to merchan- 
dise displays during this year. Competition will be keener 
and the beautiful settings and fixtures more plentiful. 
The demand for better displaymen will be greater. Better 
show window lighting will be developed, already the new 
lighting systems are overcoming window reflection and 
the interchangeable backgrounds simply constructed and 
easily handled, will be a coming feature. The public soon 
tire of the same backgrounds, however rich and artistic. 
Both merchants and displaymen will favor quality embel- 
lishments rather than the cheap gaudy outfits—displays will 
improve and the public will appreciate selling artistic dis- 
plays. Influence of current events will enter into future 
displays more pronounced and the specialty shops will in- 
crease in spite of the growing department store—so all 
hail 1924! 


Public Will Demand Good Grade of Merchandise, 
But Will be Easier Sold 


By RAYMOND T. WHITNAH 
Display Manager, Crosby Brothers, Topeka, Kans., and 
Vice President, I. A. D. M. 

As a group of an individual profession, we have the 
world gazing upon our achievements of the old year. Our 
artisttry, our endeavor and psychology has been employed 
with no small measure of results, to the success of com- 
mercialized business. We have succeeded in the past, be- 
cause we have seized opportunities and have used an initia- 
tive toward that end. 

Nineteen Twenty Four offers even more for the alert 
business man, whether he be an architect, designer, dis- 
playman, or any of the other branches of commercial art. 
Extensive construction is going on in all our cities and 
what fortells better than that—bigger business, less un- 
employment, larger bank clearings, greater opportunities 
for everyone. Buying, during the past year has shown a 


. steady growth, and the buying public is now nearer the 


point of stability than for some time. Several years ago, 
their dollars were worth about fifty cents. Now their dol- 
lars, in most cases, will buy one dollar’s worth, and they 
are receiving compensation for their services in like com- 
parison. The supply and demand is near its normal for 
a steady business year. Merchandise will be easier to sell 
this year than in the past under such circumstances, but 
the public will demand good merchandise. Being able to 
turn their stocks better, and with more ease may cause 
a tendency among some displaymen to take the line of 








energy, be content to display their merchandise with a 
little less effort. 

The man who features his displays, creates the unusual, 
and attracts the public to his displays through these ef- 
forts, will show an even greater increase at the end of the 
business year. He will partake of a great share of the 
credit for such an increase. 

This will be an educational year for those who make 
it such. More men will travel to their shrine, the Buffalo 
convention, this year. Here they will meet, face to face, 
with international display problems, to renew their efforts 
in their chosen field. Here, again this year, will they be 
impressed with the substantial importance of their posi- 
tions in the field of modern merchandising. Some will miss 
this great convention, it is true, and these displaymen will 
have missed a big opportunity toward 1924 success and 
prosperity, for I certainly can see both ahead for the 
displayman of this year. 


Hardware Stores Will Devote More Attention to 
Displays This Year 


By J. T. NORTHROP 


Display Manager Smith-Winchester Hardware Co., 
Jackson, Mich. 


I believe that hardware stores will pay more attention to 
attractive windows and inside displays during the year 
1924, because drug stores, army stores and furniture stores, 
and in some cases, department stores are now handling 
most quick-turning-profitable items in the hardware field. 
In the hardware business, it’s the quick turning stock that 
brings the REAL PROFITS. About the only fast moving 
articles that have not been stocked by competitors are 
tools, nails and screws. Hardware stores must WAKE UP 
and get in good, seasonable displays and back them up 
with newspaper advertising, whenever possible, in order 
to hold their own against the field of competitors. 

I know of a certain neighborhood durg store, located in 
the residential section of this city that depends entirely on 
its window displays, yet does a business that compares 
favorably with the downtown stores that are much larger 
and more consistent users of newspaper space. There is no 
reason why hardware displays, no matter whether the 
store be downtown or suburban, should not be as attrac- 
tive as other merchandise displays. Many examples shown 
in The DISPLAY WORLD from time to time give plenty 
of ideas for good windows that displaymen can easily 
reproduce in their own windows. I believe that hardware 
men will get behind this move for better hardware dis- 
plays during the coming year, and will enjoy increased 
trade as a result. 

I predict—that the display profession will show big ad- 
vances during the year 1924; that more attention will be 
paid to window displays by merchants everywhere; that 

. they will put their displays in charge of competent display- 
men; that small stores that feel unable to have a full-time 
displayman will assign one salesman to the task and sub- 
scribe to The DISPLAY WORLD so that he may have 
the benefit of the experience of experienced displaymen. 

I further predict—that displaymen and advertisers will 
work together, backing the advertising with the windows 
and advertising the window displays in the newspapers; 
that beginners will advance to experts in the profession 
through diligent study of The DISPLAY WORLD’S ar- 
ticles and Pictorial Review of window displays; that the 
veterans will get many ideas for better windows and for 
better handling of their departments out of the columns of 
our chosen magazines, and 


least resistance and instead of forging ahead with more 


THE DISPLAY WORLD 7 


Last, but by no means, least, that each displayman will 
endeavor to interest some other displayman in The 
DISPLAY WORLD and secure his subscription. I say 
this because I realize that to double the circulation of 
The DISPLAY WORLD will mean a bigger, better maga- 
zine and a greater and more influential body of displaymen, 
and a greater recognition of the value of display in modern, 
retail business. 


Manufacturers Awaken to Need of His Aid 
in the Field of Display 


By GEO. A. SMITH 


Display Advertsing Counselor, 1737 Broadway, 
New York City 


As to the future and progress of window display adver- 
tising I will say that I have been somewhat disappointed 
in the progress of the retail display in department stores 
and shops during the past two years. It seems as though 
displaymen have become intoxicated with the over-indul- 
gence of highly colored foliage and embellishments, used 
in profusion. There doesn’t seem to be any limit to the 
amount used in a display. This all tends to detract from 
the goods on display. The proper sort of foliage and 
flowers, used properly, add a great deal to the effectiveness 
of certain displays. However, let them be as close to na- 
ture as possible and know how to utilize them. 

I believe the fixture manufacturers have done a great 
deal in advancing the display field. They have brought out 
some great improvements in the past few years, especially 
in forms for displaying men’s and women’s garments. The 
manufacturer of window settings has also contributed a 
gread deal to the advancement of the display field. While 
they are still a mite too fussy in some of the settings, I 
think they have struck the right note and the tendency 
you will notice from now on will be to the more simple 
and refined settings, possessing that note of elegance which 
will have a tendency to add to the effectiveness of the 
goods on display. The day has arrived when the display 
manager must be a man who knows merchandise, color, 
settings, and how best to present the goods so that they 
will be in keeping with the event, season of year, utility, 
and just how they will show up to best advantage in the 
show window. 

The manufacturer has also awakened to the fact that it 
is up to him to do something to assist in featuring his 
merchandise through the show window. Some great things 
have been done in the past two years by some of the large 
manufacturers in promoting displays of their products. 
Some great things are in store for the manufacturer in the 
displaying of his products the next year. There is a great 
field being opened up in this direction for displaymen who 
are capable of creating displays along this line. Every 
large manufacture will be compelled to seek the services 
of a displayman in the very near future if they expect 
to keep in step with what the others are doing and have 
already done. 

A method which is so much in vogue at present, and 
one which I have used for a number of years in displaying 
merchandise, is the grouping idea, around which some 
subject is featured. It may be a lady’s boudoir, gentle- 
men’s dressing room, den, study, nursery, etc. Such 
thoughts as this, in conjunction with a display, have a 
great deal of forcefulness and are bound to sell goods. 
Some idea used in connection with the showing of goods 
is what sells the goods and promotes interest in the dis- 
plays. It looks as if there would be more of this during 
1924. That means progress for display. 


(Continued on page 76) 
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New Store Recognizes Display Value 


One of finest mercantile establishments in upper South is 
opened with many metropolitan features apparent 


Zag JN unbroken record of thirty-nine years of suc- 
v7 cessful merchandising, marked by constant ad- 
Foy \ ’ 

te vancement in keeping with the increase of busi- 
ness, has resulted in the opening of an elegant new store 
building in Charleston, W. Va., by Coyle & Richardson. 
Starting in 1884, this firm has enjoyed continued pros- 
perity, and now have one of the finest mercantile estab- 
lishments in the upper south. The firm is a great be- 
liever in display, and the new building scintillates with 
every possible display advantage, from the windows to 
the fixtures on the very top floor. 

The new building threw open its doors to the public 
of Charleston on December 4, just prior to the opening 
of the holiday rush. The Charleston Gazette, a morn- 
ing newspaper, on Monday morning, December 3, 
issued, in connection with its regular edition, a four- 
teen-page section devoted to the new home. This sec- 
tion was itself something of an achievement in West 
Virginia advertising, credit for which is, in most part, 
due to the Thomas D. Mays Advertising Agency, of 
Charleston. Tribute was paid the firm of Coyle & Rich- 
ardson by many Charleston business firms, and practi- 
cally all the manufacturers and contractors who had a 
part in erecting the new building, by their advertising, 
which was well distributed throughout the fourteen- 
page section. The likeness of all the department man- 
agers and descriptive matter of the store filled the re- 
mainder of the section. It was a great advertising 
stunt, handled in metropolitan style. 

Architecturally, the new Coyle & Richardson’s is 
one of the most impressively attractive buildings in 
Charleston. The beautiful Indiana limestone front 
rises majestically in Lee and Dickinson Streets, pre- 





senting a most striking picture from points along Capi- 
tol Street looking across the old Capitol grounds. The 
outward appearance of the building is further enhanced 
by twelve massive display windows. The entrances are 
wide, comfortable and inviting, tastefully finished in 





New Coyle & Richardson Building 


mahogany; storm doors with steam-heated vestibules, 
the latter fitted with small display windows, impressing 
the fineness of detail entering into the construction of 
the building. 

The display counters, racks and cases in the store 
are all done in mahogany, harmonizing with the trim 
throughout the building. On the main floor will be 





Leather Goods Display by W. Myron Eberly for Coyle & Richardson, Charleston, W. Va. 








found the umbrellas, gloves, hosiery, neckwear, ribbons, 
notions, art needlework goods, buttons, dress trimmings, 
lace, embroidery, handkerchiefs, leather goods, station- 
ery, gifts, toilet articles, candy, and the jewelry depart- 
ment. A service desk is also provided on the main floor, 
directly adjoining the elevators. 

A mezzanine floor runs along the rear walls, and 
here is located the Lounge, where customers or visitors 
may rest, write or chat with friends. The Lounge is 
beautifully furnished and fitted with comfortable chairs 
and writing desks. On the mezzanine floor may also be 
found the main sample room where salesmen may dis- 
play their samples for the store buyers, and the offices 
of George L. Coyle, the vice-president and general man- 
ager, and O. M. Buck, advertising and display director 
and store superintendent. On the upper floors the uni- 
form mahogany trim is carried out, and rich, elegant 
rugs cover the floors. 

Mr. J. Lynn Richardson, one of the founders, is the 
president and treasurer of the concern. Both Mr. Rich- 
ardson and Mr. Coyle were firm believers in display 
from the time they entered their first store in a small 
building in Charleston in 1884, starting with a com- 
bined capital of $2,700. In each succeeding building 
that they have either entered or erected in Charleston 
they: have added display space, until the present new 
edifice is the pinnacle of display achievement in stores 
of the south. ra 

Displaymen in all sections of the country will prob- 
ably be interested in the constructive qualities of the 
Coyle & Richardson display windows. The backgrounds 
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are of Zenitherm, the best imitation of real Italian tra- 
vertine on the market, and it is set up with mortared or 
pointed-up joints that give a stone effect that almost 
defies detection. The backs are laid out in large panels 
with a fairly deep frieze at the top, and the window 
floors are of the same material. The entrances to the 
windows are effected through the end panels, that swing 
into a small corridor behind the four-foot pilasters or 
pillars that come between the windows, making only one 
door through the shelving necessary to communicate 
with the two windows. X-ray reflectors (make 148) 
with 100-watt lamps light the windows. The lamps are 
strung in two circuits, alternate regular and daylight, 
making it possible to give the colors shown either an 
evening or daylight effect, or using both circuits and 
somewhat softening the yellow glare of the ordinary 
electric lighting. 

The small vestibule windows are finished in mahog- 
any to correspond with the wood work of the doorways 
and to give a darker background for the small light- 
colored novelties usually shown in such windows. 

The window fixtures are of Circassian walaut with 
slight touches of gold leaf in the carvings. They are of 
the Barlow-Kimmet make, and their somewhat classical 
design harmonizes nicely with the severe plainness of 
the Zenitherm backgrounds. It has been the custom of 
the store for many years to close its windows on Sun- 
days, so particular attention was given to the designing 
of the valances and draw curtains, which were made in 
the store’s own interior decorating work rooms. The 

(Continued on page 76) 
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Advertising the Window Display Pays 
Department store utilizes portion of its newspaper space 


to draw crowds off the main street 


By ROY NORDBY 
Advertising Manager, Rudge & Guengel Co., Lincoln, Nebr. 







aad) N 1919 the question that presented itself to the 
or } Rudge & Guenzel Co., a department store of 

> Lincoln, Nebr., was, must they pay, constantly 
ee TN higher rents or should they build their own 
building? Every question was thought out carefully 
long in advance, and the outcome of the question was, 
“we'll build.” 

Today there is hardly a more modern retail build- 
ing than the Rudge & Guenzel Co. store. The locaton, 
however, is one block off the main thoroughfare, but 
on a very important cross street, which bids fair to 
become one of Lincoln’s busiest streets. 

It was important in planning this store to offer at- 
tractions other than merchandise, to break the long 
established habits of the public, that from thence for- 
ward Lincoln was no longer only a one-street town. 
One of the great attraction features of any store is its 
show windows, and the store was built with a battery 
of large, roomy, high-class windows—eight big win- 
dows on N Street, with a 170 foot frontage, and two 
large windows on Thirteenth Street with a 45 foot 





frontage. All have mahogany backs. Through the art 
of David Schaefer, display manager, they are bringing 
the people over to N Street, both at night as well as 
during the day. 

The officers of the Rudge & Guenzel Co. are firm 
believers in the worth and value of display windows in 
selling merchandise. No event of any consequence is 
planned without a quota of windows to back up the 
publicity used. One member, at one time, is quoted as 
having said that if he could build a store as he wanted 
to he would build display windows throughout the main 
floor and depend on them almost wholly to bring in the 
business. 

The Rudge & Guenzel Co. windows are often given 
over to civic subjects, as, for instance, Red Cross drives, 
Fire Prevention Week, Poppy Day drives. We illus- 
trate the latest Fire Prevention Week window, which 
was a local prize winner. During the opening of the 
duck-hunting season an illustrated firearms window was 
put in. There are merely a handful of subjects used in 
window displays by Rudge & Guenzel Co., other than 





Fire Prevention Window by David Schaefer for Rudge & Guenzel Co., Lincoln, Nebr. 
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strictly merchandise displays, to get the people to “come 
over to N Street.” 

In addition, the daily newspaper publicity of Rudge 
& Guenzel Co. often contains reference to their show 
window displays, Show window displays pay profit, 
and the more people you can get to walk past them and 
look into them the more you'll sell. So we tell about 
our window displays in our advertising as well as our 
merchandise displays. 

As an example of this advertising of window dis- 
plays, the Christmas season offered the following oppor- 
tunity, which was included in one of our larger news- 
paper advertisements : 


“SHop via Our Curistmas Winpows.—One of the 
delights of the Christmas season is the outdaor sport 
of window shopping for Christmas gifts. You see chil- 
dren drawing mothers’ attention to window after win- 
dow, in a wild hope that some remark might betray 
their longing for some article shown inside. Young 
women move steadily from the outside of the walk to 
the very edge of a window that the accompanying male 
might catch a hint of possible preference. Husbands 
have been seen a few days before Christmas making 
visual inventories of window after window, in hope that 
some gleam of an idea for a gift to the Mrs. Wife may 
be found. We want to help you solve all your gift 
problems. Our Christmas windows are planned to help 
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Interior of Main Floor, Rudge & Guenzel Co., Lincoln, Nebr., Showing Case Display 


the suggestion-hunting window. shopper. Stop and look 
at our windows—you may find just the idea you are 
seeking.” gate. 

And so the Rudge & Guenzel Co., believe suffi- 
ciently in window display, to advertise. it and back up 
the advertising with windows ‘that attract—windows 
that sell. 

It proves that display will draw the people off the 
beaten path anywhere, any time. 





CHORUS GIRLS SELL GINGHAM IN STORE 


A special sale of ginghams was recently conducted in 
the dress goods department of Ogilvy’s store, Montreal, 
Canada. As a special feature, while the musical comedy, 
“The Gingham Girl,” was an attraction at one of the the- 
atres, the leading lady, Miss Irma Marwick, appeared at 
the store each afternoon and sang “The Gingham Girl” song 
from the balcony, while chorus girls sold the ginghams 
behind the counters. 





TIED UP WINDOWS WITH LOCAL CONTEST 


The Queen Quality Boot Shop. 430 Race Street, Cincin- 
nati, tied up in a novel way with the recent “Prettiest Feet” 
contest of the Cincinnati Enquirer. Each day during the 
contest a different pair and size of fall shoes was displayed 
in the shop’s window so that only the vamp was visible. 
The first person after 3:30 p. m. each day registering the 
correct size corresponding to the size of the contest pair 
displayed in the window was presented with the pair free 
of charge, provided they proved a perfect fit. 
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Store Lighting Exhibit Aids Merchants 


Electrical League sponsors unique event that quickly proved its 
value by the crowds in attendance 


By GRACE T. HADLEY 
Formerly Publicity Director, Electrical League of Cleveland, Ohio 


SIHE first store lighting exhibit sponsored by 
The Electrical League of Cleveland was opened 
) | to the merchants of Cleveland at 1264 Euclid 
Avenue. Previous to this, however, certain preliminary 
arrangements had been made as follows: 

First, the lighting section committee of the league 
was organized to include a representative of a glassware 
mantwfacturer as chairman, and the additional members 
of the committee were two lighting fixture dealers, one 
lamp manufacturer, one jobber representative, one wir- 
ing contractor and one central station representative. 

Arrangements were then made for the use of a va- 
cant store at above address, for a definite period, to 
permit the necessary preparations and time for the 
exhibit. In consideration of the advertising value to 








Showing Illuminated Entrance to Exhibit 


the building owner, no rent was charged for the room, 
which rents ordinarily for $15,000 per year. 

The necessary changes in the wiring were made at 
the expense of the league and the wireman was selected 
from the wiring contractors who had subscribed to the 
development fund of the league. The selection was 
made by drawing. 


Displays and Display Cases 


The wall display cases and the floor display cases 
were loaned by the local manufacturers and dealers in 
that kind of equipment. No charge was made for the 


use of the cases, but it was understood that some of the 
cases would be wired and the equipment would be re- 
turned with all of the additional electrical fittings which 
had been installed under the supervision of the com- 
mittee. 





One of Display Windows Inside of Exhibit 


Arrangements were made with local retail merchants 
for the various kinds of merchandise, such as jewelry, 
drugs, books and stationery, candy, shoes, ladies’ gar- 
ments, gents’ furnishings, cutlery and millinery. This 
merchandise remained in the cases throughout the en- 
tire exhibit time. The front display window was 
changed every other day. : 

The following schedule for display of merchandise 
included candy, flowers, chinaware, jewelry, drugs, mil- 
linery, books and stationery and ladies’ garments. The 
special trims were arranged by the displaymen from the 
stores that had supplied the merchandise. The changes 
of lighting equipment in display windows were super- 
vised by representatives from the National Lamp 
Works and Ivanhoe Regent works. 


Explanation of Store Layout 


A—Thirteen ceiling outlets equipped with 300-watt 
Mazda C lamps. The glassware was changed every 
other day, each manufacturer’s unit being displayed in 
two-day periods. 

B—Eight ceiling outlets in front display windows 
equipped with 150-watt Mazda C lamps. Three differ- 
ent makes of window reflectors were used during the 
three-week period of the exhibit. 

C—Shows twelve outlets equipped with 150-watt 
Mazda C lamps in metal reflectors. 

D—Shows seven outlets in ceiling of display win- 
dow in Huron Road ; each of these outlets was equipped 
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Floor Plan of Cleveland Electrical League Exhibit, Described in Article. 


with 150-watt Mazda C lamps and reflectors were 
changed three times during exhibit. 

E—The electric cash register. 

F—Wall case used for display of flat silverware and 
queensware. It was equipped with suitable reflectors 
and eight 25-watt tubular lamps. 

G—Eight convenience outlets. 

H—Location of floor case on which 200-watt “Tru- 
tint” units were used. 

J—Shows location of one 150-watt Mazda C lamp 
and one 60-watt Mazda lamp in color comparing unit. 

K—Wall case in which shoes were displayed. A 
partition was installed; one side was illuminated with 
two 50-watt clear lamps and suitable reflectors, the 
other side. was left dark to show contrast. 

L—Floor case in which was installed two 25-watt 
clear lamps and two 40-watt frosted lamps in suitable 
reflectors to display cutlery of different kinds. 

M—Shows location and outlets in five compartment 
shadow boxes. Sample units of glassware, window re- 
flectors and showcase reflectors were displayed here. 

N—Eight circuit dead-front panel board installed 
for display purposes and used in connection with the 
display equipment in shadow boxes. 

P—Location of wall case for men’s wear ; equipped 
with six 40-watt clear tubular lamps with reflectors. 


Q—Location of soda fountain back bar equipped 

with five 25-watt frosted lamps and suitable glass 
- shades. 

Exhibit was open from 8 a. m. to 10 p. m., and this 
time was divided into three periods, from 8 a. m. to 
1 p. m.; from 1 p. m. to 6 p. m.; from 6 p. m. to 10 p. m. 
A schedule was prepared in advance and representa- 
tives of manufacturers, jobbers, dealers and central sta- 
tions were present at time it was made, agreeing to be 
on hand or to provide a substitute at the exhibit during 

the period called for in the schedule. 


Announcing the Exhibit 


Direct by mail notices were sent to architects, banks 
and all retail stores included under these headings: 
Boots and shoes, auto supplies, clothing, confectionery, 
drugs, dry goods, florists, furniture, furs, grocers, hard- 
ware, jewelers, men’s furnishings, millinery, restau- 
rants, tailors. This list included about 5,000 names. 

In addition to mailing notices to 5,000 merchants 
whose names were selected from the classified section 
of the telephone directory, personal calls were made on 
about 1,000 merchants by league representatives. Dur- 
ing a ten-day period over 500 merchants were tele- 
phoned to remind them to be sure to see the store light- 
ing exhibit. 

Invitations were also mailed to commercial organi- 
zation secretaries with a statement that it would be to 
our mutual advantage for their merchant members to 
get first-hand information at the exhibit about the better 
lighting in display windows and stores. The store light- 
ing exhibit was also called to the attention of local 
wholesalers of drugs, hardware and groceries, suggest- 
ing to them that it would be advantageous for their 
representatives to mention the exhibit of the merchants 
to whom they sold merchandise. 

The average attendance was forty merchants a day. 
Over 10 per cent of the visitors requested information 
and advice concerning equipment. 





KANSAS CONVENTION DATES ARE SET 


The seventh annual convention of the Kansas Associa- 
tion of Displaymen has been set for February 4 and §, 
This year’s meetings will be held at Hutchinson, and tke 
displaymen of that city are preparing some unusual enter- 
tainment for the crowd of visitors, as well as an interesting 
program of subjects. Fred L. McMurray, display manziyecr 
of the Pegues-Wright Dry Goods Co., of Hutchinson, is 
president of the Kansas association and in charge of the 
convention arrangements. 
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Spanish-Moorish Display Adaptations 


Western displayman creates effective backgrounds by the 
careful study of the history of architecture 


By L. J. BELL 


Display Spectalist, Phoenix, Arizona 





wen S the art of window display advances, we, the 
veg displaymen, must dig deep for new and inter- 
: pS esting ideas. The day is at hand when we must 
be architects as well as displaymen, if we wish to be 
among those present. 

Such eminent artists as A. V. Fraser and Henry 
Sherrod are doing great work in elevating the art of 
display. For years these two masters have been placing 
settings that command the admiration and respect of 
artists and architects of the highest rank. Digging into 
history, they select certain periods from which evolve 
their wonderful background conceptions. Nothing is 
overdone; there is no conflict in color or ornament— 
the results of a deep knowledge of architecture. 


The art of the Spanish Renaissance offers a wealth 
of ideas to the displayman who is looking for something 
different and distinctive in background work. In taking 
up the art of the Spanish Renaissance we must begin 
with the Moors, who, coming from North Africa, in- 
vaded Spain in711. A few years later they established 
the Caliphate of Cordova and developed their early style 
of architecture, adapted from the Persian, into that 
elaborate style known as Alhambraic. The Spanish, 
during the Middle Ages, loved luxury, and their furni- 
ture and furnishings were soon affected by this elab- 
orate Moorish style of architecture. 

The Moors were expelled from Spain in 1610, and 
in time the architecture of Spain was affected by the 
Gothic and Renaissance arts, but it always held a trace 
of the Moorish. 

During the Renaissance the love of luxury in Spain 
was so great that to describe the furniture, wall cover- 
ings, floor coverings, etc., in detail would be almost im- 
possible. Wonderful tapestry, gorgeous silks and vel- 
vets, with gold and even precious stones woven into the 
fabric, were used as wall hangings. Furniture was 
decorated with delicate iron work, columns of ivory 
and precious metals inlaid in the wood. The art of 
making Spanish leather was imported by the Moors 
from a small village in Africa. They developed the art 
and made Cordova famous as a center of this industry. 









In designing a background from this period, or 
from any other period, we must keep in mind the fact 
that the merchandise must stand out. As an example, 
we could not take a piece from the ceiling of the Al- 
hambra as it is and transpose it to a window back- 
ground, calling it successful. The design and coloring 
would be too confusing for display work. But we can, 
by careful selection of ornament and designing, build 


a background correct as to period and a setting that will 
enhance the merchandise. 

In designing the -backgrounds illustrated, I at- 
tempted to combine the simplicity necessary for display 
work with the grandeur of old Spain. 


Suggestion No. 1 was adapted from the Spanish Re- 
naissance. The design for the placque was taken from 


































































































Upper, Suggestion No. 1—Spanish Renaissance ; 
Lower, Suggestion No. 2—Moorish Arch, Capitol and 
Pillar 


a piece of Spanish leather of that period. The vase was 
developed from the tassel. 


In Suggestion No. 2. we have the Moorish arch, 


capitol and pillar. The lamp is a combination of Moor- 
ish and Spanish, and was developed from an old Span- 
ish manuscript stand. 

To conform with the luxury and gaiety of these 
times, strong and brilliant colors predominated, but 
here we must proceed carefully and study. Without 
discretion we might make a mess of a good job. 
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Sales Displays Featured in New York 


Apparel for the North and South fashion resorts shov-n in 
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many windows with artistic interior features 


By WILLARD D. HART 
Merchandising Analyst, New York City 


ITH the busy Christmas season off the chest, the 
Pp! displaymen are turning their attention to the 
January clearance and white sales and introduc- 
tion of new merchandise. New yard goods will 
be shown, advance spring models of apparel will be shown 
and white goods of all descriptions will be featured. 

Apparel for the north and south fashion resorts has 
already ‘had its swing in several stores. Lord & Taylor 
first had their entire battery of Fifth Avenue windows de- 
voted to a showing of Palm Beach merchandise, and 
directly after. Christmas, featured northern resort mer- 
chandise in all windows. 

One of the most interesting and biggest attraction-get- 
ting windows, in fact two of them, has been featured by 
Gimbel Brothers. This store recently devoted their large 
32nd Street corner window to a display portraying the 
travels of the Three Wise Men from the Bible. Every 
detail was carried out accurately, and according to the 
Story. The other window featured a reproduction of the 
front of the Gimbel store made of paper. The repro- 
duction was perfect and it not only showed the building 
front, but the elevated railroad which passes by and a 
small part of the opposite side of the street. Two elevated 
trains passed back and forth on the tracks and automo- 
biles were going to and fro along the street. Even the 
newspaper stands were reproduced as well as the tube 
entrances on the 33rd Street corner. 

As a part of the Christmas displays, James McCreery 
& Co., presented a “Noah’s Ark” set, according to ap- 
pearances on the top of a mountain. The ark was mod- 
ernized by a lunch room at one end and a lady bug was 
in an awful hurry to get off so decided to climb down the 
side of the ark instead of waiting for the gang plank 
which was crowded with a continuous stream of animals 
of all kinds. The animals were stuffed toys. The ark 
was designed and built by Mark Fenderson, a noted 
sculptor. 





Many Handkerchief Units 


Many unusual handkerchief units were utilized by 
the local stores during the holiday season. Five units 
stood out conspicuously. Three of these were in the 
form of circular plaques. One of the handkerchief units 
in a display at Franklin Simon’s employed a wide range 
of variations in the way of displaying the individual arti- 
cles. At the center of a low elliptical table, a stand was 
dressed with rufflers composed of colored handkerchiefs 
in cornucopia form, with rosettes at the top and a puffed 
flounce at the bottom, resembling, as a whole, a fancy 
parasol. In a display of handkerchiefs at Stern Brothers, 
which took up one of the 42nd Street windows, one unit 
composed of three similar members extended across the 
floor helped to bind the entire composition together. This 
consisted of three elliptical plaques covered with black and 
mounted on stands. Over these stands a long drape of 
yellow or gold velour was thrown, lying in puffs on the 
floor between the stands and beyond them at the ends. 
At the elliptical plaque, colored handkerchiefs with scall- 
oped edges were laid in different ways. Folded ones laid 


down like a hand of cards and occupied the ends of the 
black top. 

Lord & Taylor had two interesting arrangements of 
handkerchiefs in entirely different presentation. The one 
was a three-deck display and the other was given over to 
a plaque arrangement. Two shelves swung by supports 
from the ceiling of the windows and both shelves carried 
handkerchiéfs neatly arranged in three boxes on each 
shelf. The Christmas atmosphere was radiated from all 
the boxes tied up with red ribbon. The third deck of the 
display was found in a cartwheel arrangement lower down. 
Handkerchiefs formed what seemed to be spokes for the 
wheel, all in different colors. The plaque arrangement had 
a dark background with five handkerchiefs laid out flat, 
and five groups tastefully put together. The McCreery 
presentation had handkerchiefs regularly sprinkled against 
a dark background. The outside circle was made of two 
handkerchiefs folded diagonally and placed together to 
form a new square. Thus, two color handkerchief con- 
trasts were brought out. 

Lord & Taylor and James McCreery & Co., both put 
intensive effort into boosting resort merchandise. Lord 
and Taylor had a fashion promenade and the entire third 
floor was gayly decorated for the occasion. 


James McCreery & Co.’s Palm Beach 


The building of a separate millinery shop for Palm 
Beach displays and the transporting of several dozen real 
palm trees from Florida to their fourth floor were but 
two of several interesting things accomplished by James 
McCreery & Co., in their extensive campaign for boosting 
the sale of Palm Beach merchandise. The supporting 
posts, running along the center aisle of the floor were 
covered with palm bark and palm branches, and sprouting 
near the top, gave the appearance of huge palm trees 
From these branches, small stuffed monkeys were hung 
by their tails. Under the palm trees were couch ham- 
mocks and tables set for tea. Amber colored spotlights 
shown upon the trees giving a sunlight appearance. In the 
center of the floor, a small platform was built. In the 
central part of this platform was a tank containing water, 
gold fish, pebbles and gravel with white and pink pond 
lilies floating on the top. Just in the front of the tank was 
a patch of green grass, while in the back was a lattice 
work screen covered with twining vines. 

Several models promenaded about the floor, displaying 
many costumes suitable for southern wear. These models 
walked to the platform and posed on the green patch in 
front of the tank of water. The lattice screen covered 
with vines and the water made an appropriate setting for 
the light-colored garments. The small millinery shop was 
a feature of the showing. In front of the shop were two 
gravel paths. In each path was a white flower box con- 
taining geraniums. A pine tree stood at each corner. 
Inside, hats for Palm Beach wear were shown. A small 
sign hung over the doorway reading: “Palm Beach Milli- 
nery Shop.” This was carried out in white and green, as 
were the posters used in the windows. 


(Continued on Page 71) 
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Sporting Goods Displays Attractive 


Clever handling of difficult products, including the radio, is 
resultful, display manager soon learns 


By H. J. HUFF 
Display Manager, the Newman-Stern Company, Cleveland. Ohio 










aaa) N a brief outlining of the rapid strides made in 
oz | sporting goods display in recent years, the pre- 
>| dominating feature seems to me to be the 
ve plane it has reached. Today window display in 
the sporting goods store is at par with the department 
and higher class specialty stores. To some this may 
sound absurd, especially to those who have not closely 
noticed the development in recent years, as it is only in 
the past five or six years that this class of retail store 
has awakened to the potent fact that “good display sells 
merchandise.” 

We can all remember the sporting goods stores of 
yesterday—in fact, really only hardware stores—which 
carried only a side line of sport togs, guns and ammuni- 
tion, a few rods and reels, and perhaps some basket 
balls and footballs. But today we have the specialty 
store which caters to the hobbies of man, and, as dis- 
play manager of perhaps one of the largest of these 
specialty shops it has been my great pleasure to note 
the results accomplished through efficient display ser- 
vice, which again proves that the proverb, “Merchan- 
dise well displayed is half sold,” will apply to any line. 
Our firm is now housed in its new building, and fix- 
tures are all of the best, with a highly efficient illumina- 
tion scheme. We have eleven windows; fixtures and 
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backgrounds are all new, finished in mahogany. Al- 
though our merchandise is very hard to handle, due to 
the fact that the color scheme in most of our items is 
very drab and the merchandise itself very bulky and 
hard to display on regulation stands, the fixture com- 
panies have come to the rescue with special designs in 
gun stands, golf club racks, etc. 

' In designing seasonable backgrounds and set pieces, 
great care must be taken that the color scheme does not 
overcome the merchandise, also that the items them- 
selves fit into the background. In our hunting and 
fishing displays we use grass matting and plenty of 
leaves and flowers, but we have found that the natural 
foliage, leaves, moss, etc., gathered out in the open 
(although not of a lasting nature), will certainly draw 
the crowds. The merchandise displayed, together with 
the longings of a true sportsman, will do the rest. A 
few stuffed specimens help greatly, such as deer, mink, 
opossum, squirrel, etc., for the hunting window, and 
mounted specimens of bass, pickerel, pike, muskie, etc., 
for the fishing fiend. 

Fishing tackle is sold the year round, as we carry 
tackle for salt water and Florida fishing in the winter 
time. Interest is kept up by casting lessons, exhibitions 
and contests, and, linked up with the windows, give 
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High-Class Sporting Goods Display by H. J. Huff for Newman-Stern Co., Cleveland, Ohio 
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Building the Radio Set in the Home Workshop, One of Mr. Huff's Windows 


wonderful results. Our newspaper advertising links 
carefully with our displays, which tends to each help 
the other. 

We always show the auxiliary items, such as hunt- 
ing jackets, boots, knives, flashlights, axes, ammuni- 
tion, etc., with the gun and hunting displays; proper 
attire, lures, baits, etc., for the fishing displays. This 
works out for all of our departments and stimulates 
interest all over the store. Our different departments 
are managed by experts, and this we advertise well. 
It is productive of very good results, too, as many peo- 
ple come in for advice, get interested in a new article 
and buy. That is another feature some stores over- 
look—after you get them in have new merchandise dis- 
played to interest them. Even in the winter time. with 
fishing season months away, we have men come in just 
to see what new lure or reel or other items of interest 
have arrived. And it sells! A man with a real hobby 
doesn’t lay it away under adverse weather conditions ; 
he nurses it along, and when good weather comes he is 
fairly bursting with new ideas. ; 

I have seen men come in, ask to see a new gun, golf 
stick or casting rod in the window, and fondle it for 
half an hour. That goes for all hobbies, too, be it camp- 
ing, basket ball, football, baseball, golf, tennis, hiking 
or travel, for the man’s hobby is his one relaxation, and 
his guns, golf clubs or rods are his proudest possession. 

For the convenience of our customers we arrange 
with the Canadian Pacific Railway for a prospectus on 
hunting, camping and fishing trips, and build displays 
around that, priding ourselves that we can furnish en- 
tire equipment, and the right equipment, for a trip to 


any climate. These make powerful displays and pull 
heavy. 

Being a university and college city, we display quite 
a bit of team uniforms and equipment. When we sell 
a team an outfit we always give them a window display 
for a week, which pleases them and naturally helps us. 
We have found that it pays to give good display space 
to gym apparel and shoes, boxing gloves, medicine 
balls, etc. The gymnasiums are full of men, women 
and children doing their daily dozen, and not a small bit 
of business is attracted by this merchandise well dis- 
played in their proper surroundings. 


Another of the newest, yet one of the fastest grow- 
ing, hobbies of man is the radio. It is enjoying tre- 
mendous popularity all over the country, and is an item 
that has wonderful display possibilities. In showing 
the radio, don’t be stingy, for we have found that the 
radio fan enjoys looking over many different possi- 
bilities, especially if he is building his own set he has 
not determined as to the type of set he wishes to build. 
The best way to show this is to make a list of parts and 
cost of each needed to build a certain set, then display 
them separately with the finished product near by. 
Great care must be used in your background color 
scheme, because radio sets, parts and accessories are, in 
general, black or silver, and a very harsh dash of color 
in the wrong place will easily detract from the merchan- 
dise displayed. 

From the foregoing I think you can see what a 
brilliant future lies in store for this branch of the field, 
and will agree with me that display service all over the 
country is reaching out for new worlds to conquer. 
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Manufacture and Use of Wax Figures 


Setting the eyes and modeling the features are the most 
important and delicate tasks of operation 


By IRWIN G. CULVER 
Master Wax Sculptor, J. R. Palmenberg’s Sons, Inc., New York City 


ONTINUING from our last article, we now 
pass the raw cast of the special figure we 
) are making to the reproduction expert, 
whose duties and value were explained in the last 
number. He will first set the eyes. These are 
selected from many different colors. They are all 
imported or made in Germany, and so cleverly 
colored and veined as hardly to be detected from 
the human. As we are going to use titian hair on 
this special head, we will select dark purple blue eyes. 
Perhaps these are a little strong in color, but the 
combination with this titian hair makes a wonder- 





ful effect, and maybe if it is not entirely or humanly © 


accurate, it is what she would like to look like, and 
thereby creates a beautiful ideal. 

In this part of our work, selecting the different 
colors of eyes to suit the hair, while it may be a bit 
ideal, we presume to be very particular about, as 
many wonderful effects and expressions are gotten 
by this perhaps seemingly small attention. In fact, 
the human character work we are now entering 
into has all its values and effect in the religious 
attention to all these particular details, as I hope to 
show. These details are seldom noticed in the 
singular, or, | might say, are not recognized in their 
detail. It’s the impression you get of the entire 
finished figure which prompts you to express your 
likes or dislikes, and I am trying to say it’s the lack 
of or particular attention to these little details that 
creates those impressions. So in starting the real 
work of creating natural or human effects, I want 
to emphasize our particular effort and attention to 
all those little details of the human characteristics. 


The process of setting the eyes is first to melt 
out the eye socket for the eye to fit. This is done 
with a hot iron the same shape as the eye, and by 
reaching up from the bottom into the inside of the 
head, melting out the socket from the back. The 
eyes are then set in, also from the inside, by reach- 
ing up through the neck from the bottom of the 
bust. Here again becomes a very expert art. Great 
care must be taken not to have the eyes crossed, or, 
in other words, they must both be in exactly the 
same angle or focus, in whatever position, direction 
or expression you wish to interpret. In repeating 
that this is an expert art, I am sure you understand 
how much of the human expression and character 
is represented by the position or action of the eyes. 
They may be so drooping, modest and shy; so 


haughty and snobbish; or straight, natural and 
demure. In fact, the eyes, together with the eye- 
lids and eyelashes, constitute the greater part of 
the expression in the human face. Surely, then, 
we must try to follow these same causes and effects 
in our wax reproductions. This requires a special 
study of the modeling of the eyelids, the correct 
position and curve of the eyebrows, to be heavy or 
light, to produce these different expressions of the 
eyes, and becomes one of the most necessary and 
important studies of the wax figure art. As an 
illustration, to show the relative importance of the 
eyebrows, I wonder if it might be more clear to 
have you recall the often repeated expression of 
a “highbrow” or a “low brow.” Now this expres- 
sion was coined because of an actual human char- 
acteristic, and becomes one of the positive symp- 
toms in diagnosing a case of character. In the cor- 
rect production of any characteristic in the eyes, these 
two elements, the eyelids and eyebrows, become a posi- 
tive part. 

To continue with the actual hand work: After 
the eyes are set in their proper positions to inter- 
pret some intended expression or mood, the eye- 
lids must then be hand carved into the correct atti- 
tude to lay over the eyes, together with the fine 
little creases or wrinkles of laughter, mischief or 
care, of the intended expression. 

We now continue with our hand modeling to the 
proper shaping of the mouth and lips to conform 
with the same intended expression of the eyes. 
This modeling of the mouth and lips is of almost 
equal importance with the expression of the eyes, 
as they are mutually affected in the indication of 
any particular human impulse. For instance, if 
there is laughter or that mischievous little twinkle 
in the eyes, causing those intricate little creases or 
wrinkles surrounding them, does not those same 
corresponding indications show about the lips and 
corners of the mouth? It follows, then, that the 
mouth and lips become a particular part of this hand 
or character modeling, to keep that mutual relation 
with the eyes in the intended expression. 

Right here we are going to get out of this water. 
I have waded in pretty near over my head trying to 
tell what a wax figure sculptor ought to know and 
to say we try to know it and try to do it. We will 
now continue with the actual work. 

After setting the eyes, hand carving the eyelids, 
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Left—Setting the Eyes of the Model; Right—Setting the Mechanical Fixures 


the mouth and the lips, we finish the modeling of 
the ears, smooth off the surface of the bust and 
proceed to the application of my previously men- 
tioned positive essentials, the mechanical attach- 
ments by which any figure or form becomes either 
convenient or practical for showing clothes, or a 
darned poor excuse for a statue. The applying of 
these mechanical attachments has no particular in- 
terest at this time. Their use and absolutely posi- 
tive and essential features will be mentioned later. They 
become at this time only the next step in the setting up 
of this part of the work. 
After indicating the outline for the hair and 
marking the correct position and shape of the eye- 


brows, this figure passes to the hair implanter, 
whose labor, art and necessary knowledge will be 
explained in our next article. 

The wax arms and hands pass through the same 
process, with the same sculpturing knowledge, pre- 
serving the same natural characteristics in the pose, 
modeling and veining as was procured from the life 
cast. These details of character in hands and arms 
we have asked you to keep in mind, as we hope to 
show you in a later subject what I term “The Art 
of Physical Expression,” how much the detail and 
posing of arms and hands directly influences the 
expression of the entire figure, emphasizing either 
its natural or artificial. 
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CHARLES S. FRANKEL IS DEAD 

Charles S. Frankel, senior partner of the Frankel Dis- 
play Fixture Company, 1146 Broadway, New York, died 
suddenly December 18, of heart failure, at his home, 495 
West End Avenue. 

Mr. Frankel, who was in his sixty-first year, has been 
well known in the retail world for more than thirty-five 
years, during all of which time he was known as a pioneer, 
devoting his energy to the improvement and manufacture 
of window display fixtures. : 

During the past two years he gained prominence in the 
electrical industry owing to his interest in the Westing- 
house-Frankel Connector Company. This concern manu- 
factures a patented electrical connector which has revolu- 
tionized electrical installation to such an extent that. the 
company’s product has become a standard specification 
among the larger concerns in the electrical industry. 

Mr. Frankel is survived by a widow, two daughters and 
a brother, Ferdinand, with_whom he started the business in 
1888, and who will continue it without any change in policy. 


NEW EQUIPMENT STUDIOS OPENED IN OHIO 

Announcement has just been made of the opening of 
the Craft Studios, at New London, Ohio, by T. Barton 
Norris, formerly connected with the Display Art Fixture 
Company, of New London, and the McCallum Company, of 
Pittsburgh, Pa. New studios and factory have been opened 
at New London for the designing and manufacture of high- 
grade window backgrounds, interior decorations, decora- 
tive lamps, unit settings, plaques, vases, screens and season- 
able settings of all kinds. Road men started out January 3. 
H. L. Scoville is sales manager. 





STORE WILL HAVE LARGE AUDITORIUM 

One of the features of the annex to Hale’s store, Sac- 
ramento, Cal., which will be completed soon will be a large 
auditorium, located on the roof, which will be available for 
public gatherings, particularly for women’s clubs and other 
organizations. The auditorium will seat several hundred 
persons, and will be adapted to the staging of. theatricals, 
lectures, etc. 
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Fashion Pageants Aid the Displayman 


Enable him to show his artistic ability by the erection of 









suitable settings for the theater stage 











& Ps, ASHION Pageants afford the displayman his 
QMS} greatest opportunity to show his ability from 
ee | an artistic standpoint, according to the opinion 
of W. Murray Cordry, display manager for Rosenbaum 
Brothers’ store, of Cumberland, Md. The Fall Fashion 
Pageant, which Mr. Cordry designed, executed and 
directed in Crandall’s Strand Theatre at Cumberland, 
was so successful that instead of running one week, as 
was anticipated, it ran two weeks. This necessitated 
Mr. Cordry’s making an entire change in the scenic 
effects and settings for the second week. 

“There is little difference in building the back- 
grounds for a window display and a theatre stage,” 
Mr. Cordry says, “the principal difference being in the 
size involved and the fact that the pageant display 
backgrounds may be more elaborate and be designed 
with the thought uppermost in mind that they are for 
living models, rather than wax figures. 

“The latest fashion show was our fourth. Each 
one has been bigger and better than the one preceding. 
We used 24 models, 20 female and four male models 
in our Fall Fashion Pageant. This was given as a 
part of each of the four theatre porformances each day. 
It was two months in preparation. Considerable atten- 
tion was given to the runway, which circled the orches- 
tra and ran out over the seats of the auditorium for 





forty feet. This runway was five feet in width, and 
illuminated. 

“The stage setting for the first week’s pageant 
represented a gorgeous oriental scene of the Far East 
with a Chinese aspect. _The pagoda effect was provi- 
ded at each end of the proscenium and this set off the 
background to a great extent, contrasting with the 
spindle fences and the big ‘arch in the center. The 
whole effect, together with the background of black and 
the unusual illumination, made a striking picture that 
produced applause as soon as the curtain rose. 

“In the prologue on fashion, we used 12 models, 
who came through a large book, as the leaves were 
turned, while one of the young misses taking part in 
the pageant recited some appropriate verse for each one. 
This made an effective opening. Each model, attired 
differently, as the pageant progressed, came down the 
runway and out over the audience, giving close inspec- 
tion of all the styles displayed. 

“When it was decided to run the pageant a second 
week, it required some rapid work on my part, but I 
succeeded in getting up an attractive setting represent- 
ing an artist’s studio, and the entire plot of the pageant 
was changed to correspond. The models were all attired 
in different costumes, depicting new styles, for the sec- 
ond week. The pageant was well advertised for sev- 





Rich Oriental Stage Setting by W. Murray Cordry for Fashion Festival 


eral weeks in advance. One of the features of this 
advance advertising was the series of stickers, which 
were used on the stationery, printed matter and other 
equipment of the store and theatre. Newspapers pro- 
vided ample publicity, and the store and theatre com- 
bined on large advertising space. The theatre lobby 
displayed a large three-sheet poster announcing the 
event. Artistic programs were issued in connection 
with the event and distributed among the patrons. 

“T would like to see more display managers hold 
these fashion pageants or style shows for their respec- 
tive firms. The events can be adapted to any season 

















W. Murray Corpry 


Display Mgr., Rosenbaum Bros., Cumberland, M d. 


of the year and are great business stimulators, as was 
proven in our case. The pageant also gives the dis- 
playman a chance to show what an artist he is. It 
creates a realization on the part of the public that a dis- 
playman is an artist and his work a profession. I will 
be glad, at any time, to give any displayman any assist- 
ance possible in staging, or putting on a fashion show 
of this character, if he will but communicate with me 
at Cumberland.” : 

Mr. Cordry has been very successful as display 
manager of the Rosenbaum Brothers Store, The fash- 
ion pageant for ‘the fall season was held very late, 
owing to the fact that the firm was moving into its 
new store building, which is said to be one of the finest 
department stores in the state of Maryland. The fine 
new building has created a great amount of comment 
throughout the East. 

Displaymen can well take advantage of Mr. Cor- 
dry‘s offer of assistance in staging these pageants, with 
the coming of the spring season. 
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“‘Adverselling” New Term Used 


Clever advertising specialist coins word that is 
also adaptable to window display 


J. Willard Adams, advertising specialist, who conducts 
an Office at 1328 Broadway, New York City, has coined the 
word “Adverselling” as the slogan of his firm, and it is 
attracting much attention. His ideas on the subject were 
expressed as follows for The. DISPLAY WORLD: 


“ADVERSELLING is a coinage, serving to emphasize 
the relation between advertising and selling. Directly or 
indirectly, advertising is employed to increase profits. 
Whether this is accomplished through increased sales, de- 
creased costs, greater efficiency, standardization of sample 
lines or other means, advertising, to be successful, must 
show a profit against the investment. 

“There has been so much talk of prestige and the other 
intangible assets resulting from advertising that the fact 
has been lost sight of that these intangible assets sooner 
or later must evidence themselves in increased profits. 

“I make use of the word ADVERSELLING to keep ever 
before me, and before my clients, that their investment with 
me is for the purpose of selling something through adver- 
tising, which must show a profit within a reasonable length 
of time. Window display is indeed a valuable form of 
advertising, which, unfortunately, is too often employed 
to gather crowds outside the store instead of being used to 
bring the crowds INSIDE the store.” 

Mr. Adams’ term “Adverselling” is truly appicable to 
window display, for this great field not only advertises— 
but sells. 





ANNIVERSARY KEEPS DISPLAYMAN BUSY 


C. T. Fox, display manager for The Mode, Ltd., of Boise, 
Idaho, reports that the recent anniversary of this popular 
store kept him a busy man. In commenting on the store’s 
displays, Mr. Fox says: 

“Our windows play a big part in the selling of merchan- 
dise. The start of the week means a change of practically 
all the windows. Marked out merchandise, as a rule, is 
featured the first three days of the week. The end of the 
week brings a change to smart wearables for over-Sunday 
showing. This policy seems to be productive, and much 
favorable comment is to be heard, especially in regard to 
our over-Sunday displays. Anniversary means a long, hard 
month of special sales, a special suburban day, which in- 
cludes an invitation to all farmers to have dinner in the 
The Mode’s lunch room, together with the United Clerks’ 
Sale and a final wind-up with a big Dollar Day, makes it 
a month of extra effort all along the line. 

“No doubt there are a great many displaymen who feel 
as I do in regard to present methods of a great many mer- 
chants—too many sales; too much talk about price and not 
enough about quality; forgetting the seasonable merchan- 
dise and using the windows, as well as the newspaper, for 
an entire month telling a story of nothing but price. Per- 
sonally, I believe in short, snappy sales, a week or ten days 
in length, and then going after-seasonable merchandise, 
giving the buying public a rest and talking about the 
beauty and quality of the merchandise.” 





ENTIRE FLOOR FOR RETAIL INTERESTS 


Hanke’s department store, Cincinnati, has given over an 
entire floor, formerly devoted to the wholesale business, 
to its retail interests. Four improved departments have 
been added ifr the new section—rugs and floor coverings, 
lamps, bedding, and a new window display department. 
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Dramatizing Window Demonstrations 


Mere showing of articles with live demonstrator improved upon 
by employing a high grade plot in work 


By JAMES L. MAHON 
Merchandising Manager, P. A. Geier Co., Cleveland, Ohio 


JET’S start by admitting that the average win- 
FS] dow demonstration of the present day is a 
thing which no real displayman will counten- 
ance. The question is, can such demonstrations be 
improved and organized so as to give them a place in 
the displayman’s “bag of tricks”? The writer believes 
they can. 

In our line of business, which is vacuum cleaners, 
we dre confronted with the problem of making our 
merchandise understood. It isn’t enough merely to 








Window Demonstrator as an Actor 


show the machine. People know in a general sort of 
way that a vacuum cleaner vacuum-cleans, but there is 
nothing inspiring about the appliance itself. At Christ- 
mas we find clever displaymen showing cleaners to 
excellent advantage, featuring them as practical gifts. 
In the housecleaning season, also, displays are inter- 
esting and effective. And in between times displays 
which feature terms, trial offers and the like will give 
the merchant gratifying returns. But the average, 
fairly good display as installed by an average fairly 
clever displayman, is a long way from being a sales- 
maker for the merchant. And the reason is that it’s 
next to impossible to show enough that is interesting 


or vital about the cleaner itself without actally demon- 
strating it. 

So we have been doing some experimenting in the 
direction of window demonstrations, to see whether we 
could devise a method of showing our goods to the 
public without too heavily treading upon the prejudices 
and good taste of the displayman. We think we have 
succeeded, and this success is based upon this idea— 
dramatize the window demonstration. Our story of 
the problem led us to believe that a mere showing of 
a piece of merchandise by a living demonstrator is all 
wrong. When you do that, you simply are trying to 
force something upon the attention of the passerby, 
very much like a Hester Street clothing merchant who 
buttonholes customers and grabs ’em in off the street 
by main strength. People resent such an approach, 
even through the plate glass of the display window. 
And of course no first-class store will permit it. 

On the other hand, a demonstration which appeals 
to and entertains the passerby through human interest 
rather than sales insistence, not only will attract atten- 
tion but will subtly “get the story over” in a manner 
which reflects credit and brings sales to the store. 

The sucessful window demonstrator, we have 
found, must be something of an actor. A certain 
amount of grace is essential, and every move must be 
made with sureness, certitude, deftness. Facial expres- 
sion is most important. For example, the most expert 
of our demonstrators is a young Canadian whose pan- 
tomine conveys as vividly as any movie actor the 
thoughts in his mind. In one part of his demonstra- 
tion he wishes to show how the electric cleaner attach- 
ments can be used to remove dust and dirt from clothing. 
To do this he first, apparently by accident, upsets some 
dirt upon his clothing. His expression registers annoy- 
ance. Then he attempts to brush the dirt off with his 
hand, but cannot. His expression registers consternation. 
Finally, after trying several minutes he seemingly re- 
members that he has the cleaner attachment handy. 
You can tell by his expression that he is wondering 
whether the cleaner will do the job; he hopes it will 
but he is doubtful; anyway, he is going to try it. Of 
course, when he puts the cleaner to work the dirt is 
instantly sucked off his suit, and his expression then 
registers both relief and satisfaction. 

Now, contrast that sort of vivid play-acting with 
the commonplace, lackadaisical demonstrating usually 
seen, and you will appreciate—and I hope agree—that 
dramatized demonstrations have reali interest and can 
be made of definite sales value. In the kind of window 
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demonstrating we recommend, the whole performance 
is based upon an actual, if simple, plot. The demon- 
strator does not merely go through a series of motions— 
he acts through a carefully-thought-out performance. 
And in the end, instead of simply quitting or repeating 
his act, he closes it with a real climax. 

He is, as you will see from the ilustrations, equipped 
with a series of cards which correspond with the titles 
of a movie play. The last card reads, “Sold on con- 
venient terms—only $5.00 down.” When our actor 
comes to this card he stops and reads it word by word, 
pointing to each word in succession. Then he stands 
back, seems to consider the matter, re-examines the 
cleaner, appears convinced. Reaching into his pocket 
he brings forth his wallet, extracts a five-dollar bill, 
sticks this bill up on the sign, and then, taking the 
cleaner with him, he exits. 

The public which watches a window movie such 
as we have developed is always impressed favorably. 
The audience is not made up merely of loafers; we 
find people of means, solid folks with money to spend, 
constitute a majority of those who watch the Royal 
Cleaner window-play to its conclusion. And the sales 
returns, according to the dealers, are so gratifying that 
a considerable percentage of requests for demonstra- 
ting are return engagements. 

Perhaps the most telling argument in favor of the 





Difference in Pulling Power of Windows 


window demonstration as we have developed it, is 
found in the accompanying photograph of the Toronto 
Hydro-Electric Shop. Here are two windows, one the 
centre of attraction to fifty well dressed people, the 
other not getting even a glance from the single passer- 
by. We have also another picture of a demonstration 
taking place a few minutes after nine o’clock in the 
morning, when, if ever, people have other business to 
attend. This latter picture, by the way, has a curious 
history ; the demonstration was carried on with the aid 
of a loud speaker which attracted so much attention 
during the day that the police were required to handle 
the crowd. Neighboring merchants went to court 
about it, and finally won an injunction, not against the 
use of the loud speaker, but against a continuance of 
our window demonstration of the Royal cleaner. And 
this happened in staid old Boston! 

We realize, of course, that display men will not 
readily concede the window demonstration to be ‘legi- 


timate,” and we very largely agree with that view- 
point. On the other hand, a merchant’s windows are 
employed to sell goods, and if the window demonstra- 
tion can be so planned and managed that it will sell 
goods without detriment to the dignity and prestige 





Demonstration Prohibited by an Injunction 


of the store, then such demonstrations have a place in 
the repertoire of the up-to-date displayman. 





Places Window Display Foremost 


Omaha merchant extends optimistic outlook 
for year urging attractive windows 


J. F. Dailey, vice-president and general manager of the 
Burgess-Nash Company, of Omaha, Neb., puts window 
display foremost among the trade-bringers for the year 
1924. He extends a most optimistic outlook for the new 
year, and, as he has made the Burgess-Nash Company 
forge rapidly to the front among the mercantile establish- 
ments of the larger cities of the country, his words are 
considered extremely timely. Mr. Dailey recently deliv- 
ered an address before the annual banquet of the Omaha 
Chamber of Commerce, in which he said: 

“The year 1923 has been even better than we contem- 
plated, but 1924 is destined to show a continued improve- 
ment in the business life of the nation. AS an indication 
of this, the railroad tonnage, both east and west bound, 
during the past sixty days has been greater than at any 
time, not even excepting the war period. 

“In spite of this condition of prosperity, there is no 
congestion of merchandise on the shelves of the whole- 
salers or retailers, and even the mills are not committing 
themselves very far in advance on raw materials. This 
should preclude any possibility of another slump from the 
present high prices. 

“Complete assortments of goods, properly placed and 
properly priced, are the greatest factors in bringing busi- 
ness into the store. The supplemental trade-bringers to 
hinge on these goods are: First, attractive show windows; 
second, making the interior of the store one vast display 
of merchandise, and not a series of cabinets in which it is 
concealed; and, third, feature advertising, where advertis- 
ing pays.” 





LAMP BUYER STARTS HIS OWN BUSINESS 


F. Kirshbaum, for the last six years buyer of lamps, 
clocks and bric-a-brac for R. H. Macy & Co., Inc., New 
York City, resigned January 1 to go into business for him- 
self as sales agent for several large lamp manufacturing 
concerns. He will have an office and show rooms at 225 
Fifth Avenue. D. Olson, formerly sales manager and for- 
eign buyer for the Winnipeg branch of Henry Birk’s Sons, 
Ltd., will succeed Mr. Kirshbaum. 
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Great Year for Nationall/Advertisers 


Display service field to be busy one if demands of many 
manufacturers are to be complied with 


By S. FISHER. 
General Manager, Fisher Display Service, Chicago, IIl. 


SIHERE is a vast difference between a live, 
modern display service and a display de- 
The executive of a 
display service must be a combination business man, 
as well as a capable displayman. The window dis- 
play service must be conducted to satisfy the indi- 
vidual clients, and if that service does work for a 
manufacturer, it must satisfy the manufacturer’s 
home office, the local manager, his assistants, and 
also the merchants in whose windows. the displays 
are placed. 

Mercantile window display is going to the front 
by leaps and bounds. There are few lines of busi- 
ness today that do not believe in window displays. 
Nearly all campaigns planned by the national adver- 
tiser include window displays in their appropria- 
tions. During the past year we have displayed 
windows for the following lines: Toilet articles; 
patent medicines; drug sundries; groceries; dried 
fruits; automobile oils; automobile tires; automo- 
bile accessories; banks; window shades; cigars, 
cigarettes, tobacco; bakery shops; meats; hardware; 
paints ; music stores and automobiles. These and hun- 
dreds of other lines are just waiting for someone who 
is proficent enough in the display profession to tell 
them just what to do in regard to window displays. 

The year 1924, without doubt, will be a banner 
one in advertising, and the display profession, par- 
ticularly the part devoted to display service, cannot 
afford to overlook getting some of the profits out 
of these campaigns. We look forward to the big- 
gest year we have ever enjoyed in the line of manu- 
faucturers’ window displays. We come in contact 
continually with some of the largest advertising 
agencices in Chicago, and with the advertising sales 
promotion departments of the largest newspapers 
in the city. All of them predict that 1924 will be 
a banner year for advertising. 





Practically every manufacturer of a nationally 
known product is cognizant of the value of linking 
his campaigns up with window displays. But, I 
am sorry to say, practically 65 per cent of the mer- 
chants do not realize the value of their windows. 
Some keep them clean because it lets the light into 
the store. Others put in merchandise just because 
it is a window, and something has to be placed in 
it. They do not realize that seasonable merchan- 
dise -nust be displayed in an attractive manner to 
bring results. It may require a few more years io 





accomplish results, but they are sure, eventually, 
to realize the value of their windows. 

Recently the banks, particularly in Chicago, have 
taken a noticeable interest in window displays. 
One of-the largest banks in Chicago is now using 
displays. This bank had never utilized its window 
space for display, iron bars having previously pro- 
tected the glass. Thes rs have been removed 
and the bank is now experimenting with its two 
corner windows, appropriating two or three hun- 
dred dollars per month for the displays. Other 
banks are trying similar experiments. Some have 
been using displays for several years. But there is 
no doubt the ones using it are getting returns, 
otherwise they would not be spending the money. 

In the last year, as I mentioned before, we have 
trimmed so many different lines that it is surpris- 
ing, even to us, how rapidly window dispiay is 
coming to the front. Of. course, quite a few manu- 
facturers, when the proposition to use window dis- 
plays is laid before them, ask as the first question, 
“How much will the window sell?” 

To be honest, the question cannot be answered. 
It is absolutely impossible to tell the manufacturer 
how much the window display will sell in dollars 
and cents. Usually, when the question is asked of 
me, I reply by asking another of the manufacturer, 
“How much, in dollars and Cents, is your outdoor 
advertising returning to you?” He cannot answer 
that, because it is impossible to check up on it. 
Outdoor advertising is general publicity. It ac- 
quaints the public with the name ofthe product. 
It is continually before the public’s eye and is put 
there so that any time a person is in the market 
for a certain product he cannot think of any other 
except the one that has been advertised continually, 
so indelibly has that product been fixed in his mind. 
Window display advertising is used at the point of 
sale, and is instrumental in selling a certain product 
which the purchaser did not intend to buy at that 
particular time. 

In many cases we did prove to the manufacturer 
that window display, without any other publicity, 
will sell, and it was done in a very simple way. A 
good transient store was selected, whether it be a 
grocery, drug store or automobile accessory shop, 
and a window display of the particular item that the 
manufacturer wished tested was placed in the win- 
dow. Inventory was taken of that particular item 
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Showing Variety of Displays Installed by Fisher 
Display Service for National Advertisers 
' in the Chicago District 
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in the dealer’s stock at the time the window display 
was placed. At the end of two weeks a check up 
is made as to how much is left in stock. This en- 
ables one to gain a very fair estimate of the goods 
sold through window display. 

Usually such a display might bring in a few pur- 
chasers, but it is the passerby who is attracted by 
the item who rolls up the‘sales. He buys in some 
other place than he is accustomed to trading in, 
simply because he was drawn inside by the display. 
On the other hand, he might be attracted by the 
item in the window and buy it at his customary 
trading place. Thus it is almost impossible to be 
exact, in dollars and cents, on the value of a win- 
dow display. One thing, however, we are aware of 
—the manufacturers who cling to the old idea of 
mailing or expresing window displays direct to the 
dealer are not getting the results that a service will 
give them. This old, wasteful method, it has been 
proven, loses fully 80 per cent of the material that 
is shipped direct to the dealer, because it does not 
find employment in his windows. 

I believe the time is ripe, and particularly in the 
year 1924, for the display profession to educate the 
manufacturers who still spend hundreds of thous- 
ands of dollars each year, for which they get about 
20 per cent return, to employ a display service that 
is being conducted in an honest and up-to-date 
manner. If the manufacturer can be made to real- 
ize the necessity of doing this to secure adequate 
returns, he will receive 100 per cent distribution of 
his dealers’ help material, and that distribution will 
be in attractive windows, all uniform trims, with 
uniform color combinations. Such displays will re- 
turn business and profit to the merchant and the 
manufacturer. 

In the past five years we have conducted much 
missionary work along this line among the manu- 
facturers. We have watched yearly the develop- 
ment of the manufacturers’ display services, and 
there is no longer any doubt in our minds but that 
the time is coming when they will consider display 
services just as important in the handling of nation- 
ally advertised products as they now consider the 
advertising agencies that handle their publicity 
campaigns. The display service men who are pio- 
neers in the national advertising service, if they are 
far-sighted enough to look ahead and not lose cour- 
age, and keep up the educational work to the manu- 
facturer and merchant, will be rewarded just as the 
pioneers in the advertising agency field were re- 
warded. It is up to the display service men to have 
a banner year in 1924. They can get it if they will 
only go after it. The business is waiting for them. 





Jerome Jaffrey, formerly one of Detroit’s most popular 
displaymen, now located in Brooklyn, N. Y., reports the 
arrival of a new junior displayman, a seven and one-quarter 
pound boy, at his home, 873 Forty-third Street, Brooklyn. 
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The Display World. Pictor: 


Upper Left, Display by Carl W. Ahlroth for Hamburger’s, Los Angeles, Calif.; Upper Right, Display 
by W. R. Harre for Maas Bros., Tampa, Fla.; Center, Display by F. B. Waldo for C. F. Hovey Co., 
Boston, Muss.; Lower Left, Display by J. R. Patton for L. S. Ayres & Co., Indianapolis, Ind.; Lower 


Right, Display by Paul Lupo for Barker Bros., Los Angeles, Calif. 
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Upper Left, Display by Henry Sherrod for Stewart Dry Goods Co., Louisville, Ky.; Upper Right, 
Display by Allan H. Kagey for Mandel Brothers, Chicago, IIll.; Center, Display by H. C. Petit for 
J. W. Robinson Department Store, Los Angeles, Calif.; Lower Left, Display by H. Garfinkel for 
Harszfeld’s, Kansas City, Mo.; Lower Right, Display by John T. Mackey for Herpolsheimer’s, Grund 


Rapids, Mich. 
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The Display World. Pictorial 


Upper Left, Display by Harry W. Hoile, Rorabaugh-Brown Dry Goods Co., Oklahoma City, Okla. ; 

Upper Right, Display by W. L. Blayney for E. Gottschalk & Co., Fresno, Calif.; Center, Display by 

Jack Cameron for Harris-Emery Co., Des Moines, lowa; Lower Left, Display by L. F. Dittmar for 

oe wha a Columbus, Ohio; Lower Right, Display by J. H. Marshall for the Boersma Co., 
icago, Ill. 
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Display World Pictorial Review 


Upper Left, Display by L. A. McMullen for Eastern Outfitting Co., Portland, Ore.; Upper Right, 
Display by J. U. Stewart for Keith-O’Brien Co., Salt Lake City, Utah; Center, Display by Carl J. 
Benedict for Younker Brothers, Des Moines, Ia.; Lower Left, Display by C. S. Longenbaugh for 


H. G. Wendland Co., Bay City, Mich.; Lower Right, Display by S. W. Englund for the Schradzki 
Co., Peoria, /Il. 
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Who They Are and What They Say 


No. 5— Henry Sherrod, Louisville, Kentucky 




















SJIVERSIFIED experience in the lines that 
j create requisite qualities of successful dis-- 





Hane Sherrod, display manager of the Stewart 
Dry Goods Company, Louisville, Ky., and one of the 
foremost artists in the middle west. Readers of 
The DISPLAY WORLD have followed with inter- 
est the articles of Mr. Sherrod on ornamentation in 
window display, which is a 
subject on which he prob- 
ably stands foremost in the 
country today among dis- 
playmen. 

Constant research work 
and delving into the shelves 
of history have been em- 
ployed by Mr. Sherrod*to 
gain his great fund of 
knowledge. He is author- 
ity on the Romanesque 
and Grecian .forms of 
architecture, and has em 
ployed his ability, acquired 
through years of research, 
in producing some of the 
most remarkably artistic 
displays shown in any mid- 
dle western city. 

All this has been ac- 
quired by Mr. Sherrod in a 
reasonably short length of 
time, for he is yet a young 
man, having attained only 
the age of thirty-four 
years. He is a university graduate with a Bachelor 
of Science degree. Entering into the window dis- 
play field directly after he finished his university 
course, he became a trimmer with the display staff 
of the Marshall Field Company, Chicago. He was 
also engaged in a like capacity with Carson, Pirie 
& Scott, Chicago, and Gimbel Brothers’ New York 
City store. 

Following his rapid rise as an expert trimmer, 
Mr. Sherrod became display manager for the Miller 
& Paine Company, Lincoln, Nebr. From there he 
was advanced to display manager of the Burgess- 
Nash Company, at Omaha. After serving the 
Omaha stores successfully, Mr. Sherrod accepted his 
present position as display manager of the Stewart 
Dry Goods Company at Louisville. 





HENRY SHERROD 
Display Mgr., Stewart Dry Goods Co., Louisville, Ky. 





Not many display managers have had the good 
fortune to have the diversified experience that has 
fallen to the lot of Mr. Sherrod. In addition to his 
display activities, he is a professional certified 
public accountant, in which occupation he served 
some time. He was also for some time a reporter 
on the news staff of the New York World. His 
great knowledge of designing and draping was en- 

hanced with his experience 
as a designer of costumes 
for Alla Ripley, of Michi- 
gan Avenue, Chicago. 

“We design and make 
all our own settings,” Mr. 
Sherrod says, with refer- 

_ ence to the display depart- 
ment of the Louisville 
store. “We repair and re- 
finish all enamel and wax 
figures in our workshops. 
We design and make all 
our own decorations, such 
as wreaths, candles, cut- 
outs, etc. In fact, our shop 
is an all-around factory, 
completely equipped with 
electrical appliances. 

“We present our mer- 
chandise in an intelligent, 
forceful manner, using the 
seven principles of deco- 
ration as the nucleus or 
layout. This gives our 
windows a clean-cut ap- 

pearance and greatly enhances the beauty of the 

merchandise shown.” 

Mr. Sherrod is a man who, though having at- 
tained the pinnacle of display perfection in orna- 
mentation, is not selfish with his accomplishments. 
He is always willing to assist the displayman who 
desires to learn, and, in a broad-minded way, has 
always passed on such information and knowledge 
that he has acquired. His series of articles on 
“Ornamentation in Window Display,” which run 
frequently in The DISPLAY WORLD have been 
the source of much valuable historical information 
for displaymen, and although he has been the re- 
cipient of constant inquiries as the result of these 
articles, Mr. Sherrod has always willingly replied to 
all of them. 
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A Beautiful New Home 


to give you better service 


A Wonderful New Spring Line 


is our offer to you for 1924. 


Our salesmen are on their- way to you with Decorations whose 
character and artistic beauty make them worthy of a place in 
the foremost windows: 


Set Pieces and Combinations, in novel and distinctive designs, 
of fine and unusual material, that lift them to the level of 
perfect beauty. 


No one can help being impressed by this wonderful display. 


Prices strikingly moderate in comparison. 


The Botanical Decorating Company 


“ALWAYS A YEAR AHEAD” 
319-327 W. Van Buren Street - Se - . Chicago 
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Harmony in Display Important Asset 


Based on same theory as music, displayman finds his work 
and assistance are made very much easier 


By RAY D. ULLOM 
Display Manager, Mannheimer Bros., Inc., St. Paul, Minn. 


To be able to execute present day attention-compell- 
ing display, or as the merchant of today terms them, 
sales-producing displays, the person who designs and 
executes them must have a knowledge of harmony in 
display as does the musician a knowledge of harmony 
in music. 

The “notes” to strike for harmony in display are 
many, and every note that is not heeded lessens the 
efficienty of sales-producing displays. 

The “notes” to produce harmony in display might 
be scaled as follows: 

Fundamentals of display—which means use of col- 
ors. Proper assemblage of merchandise, a student of 
art, illumination and its importance to display ; in fact, 
an everlasting student of everything, as all these and 
many more subjects essential to harmony jin display are 
complete studies in themselves. 

Co-operation with the advertising division—these 
two most important links in the chain of mercantile 
distribution must properly function together before any 
degree of success can be accomplished, for it has been 


demonstrated times without number that display and 
publicity is more than twice effective in drawing in- 
creased patronage, as either of these mediums uncon- 
nected with each other. 


This means also co-operation with the manufacturer 
advertiser, as some of the best and most sales producing 
displays have resulted from this co-operation. 

Knowledge of merchandise: This is another “note” 
of great importance to the*displayman. Much can be 
accomplished in this by close co-operation with depart- 
ment managers and the entire sales force, for the suc- 
cess of display can only be measured in the degree of 
this fellowship. The closest harmony must prevail be- 
tween these individuals and the displayman if he hopes 
to gain this knowledge. 

With this support and co-operation the opportunity 
is provided for him to make his studies, and therefore 
gain this knowledge of merchandise, and with this 
knowledge at the displayman’s command he is better 


(Continued on page 49) 





One of Mr. Ullom’s Harmony Windows for Mannheimer Bros., St. Paul, Minn. 
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* : Chicago affords the most complete Display Equipment and Decora- 
| tion Market in the World—Time and money may be saved, and the 
z best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 
THE ADLER-JONES CO. THE KOESTER SCHOOL 
643 S. Wells Street 314 S. Franklin St. 
Artificial Flowers—Decorations Display and Card Writing Instruction 
aif - . 
ARTISTIC WOOD TURNING WORKS NATIONAL CARD, MAT & BOARD CO. 
= - $29 N. Halsted Street 4318 Caroll Ave. 
ey Store and Window Fixtures Show Card Boards, Mat Board Cut-Outs 
BOTANICAL DECORATING CO. NATIONAL X-RAY REFLECTOR CO. 
319-27 W. VanBuren Ave. 236. W. Jackson Blvd. 
Artistic Decorations & Artificial Flowers Complete Equipment for Lighting Effects 
THE BODINE-SPANJER CO PAASCHE AIR BRUSH CO. 
1160 Chatham Court 1902 Diversey Parkway 
Distinctive Display Decorations Air Brushes and Accessories 
CHICAGO MAT BOARD CO. SCHACK ARTIFICIAL FLOWER CO. 
664 W. Washington Blvd. 134-140 North Robey St. 

_ Gard and Mat Board Artificial Flowers & Display Decorations 
GRAHAM-BAER CORPORATION - STANDARD SCHOOL OF LETTERING 
178 W. Jackson Blvd. Standard Bldg., Rogers Park 

Wax Figures and Forms Show Card Writing Course 
GEO. E. WATSON CO. — 
62 W. Lake Street 

Show Card Writers’ Supplies 

Endorsed by most critical and discerning displaymen and merchants 

everywhere—and recommended to progressive purchasers by the 

Buyers Service Bureau of The DISPLAY WORLD. 
Copyright 1924 by The Display Publishing Co. 

2 sim Stee TH th iy IL Vet ALUELT UE | 
a ; it Ml Bans | id are nal pl er Se ee - 
nk: ot — | Wm eas ace a 

} ' ,} A ul ! | 

{ e | i . " 


igi, =| 
vd, Ree 


4 | : 
oe ed Woe ut ukagee 














34 THE DISPLAY WORLD 


Forestry Taught by Window Displays 


Federal Bureau finds selling of an idea effective through 
the liberal use of show window space 


By H. D. COCHRAN 


United States Forestry Service, Bureau of the State of Colorado 





MTJINDOW displays have been found an un- 
Bid usually good medium for public education. 
Kesey The Forest Service does not make use of 
advertising to sell commercial products, but to sell 
an idea. Accordingly, window displays and all other 
forms of publicity must serve the common purpose 
of establishing the importance of forestry in the 
public mind. 

Some phases of the general subject of forestry 
lend themselves remarkably well to expression 
through small exhibits. It has been the desire of 
the Forest Service to extend an inclusive welcome 
to the traveling public to use the forests for camp- 
ing, summer cottages and various forms of outdoor 
sports, such as fishing and hunting. To do this it 
has been necessary to show that the national forests 
belong to the people, that camping is free and un- 
restricted with the exception of certain necessary 
precautions regarding fire and camp sanitation, 
that sites for summer homes may be secured for 
very reasonable fees, that an effort is being made 
to restock lakes and streams with fish, that certain 
areas are closed to all hunting so that hunting may 
be enjoyed without fear of depletion on other areas, 
and that these sports are encouraged as long as local 
state laws are complied with. The idea of popular 
proprietorship and responsibility must be put across 
by direct statement rather than by exhibit, but its 








One of the Forestry Service Scenic Displays 


effectiveness is tremendously increased when ac- 
companied by a display which shows the attractive- 
ness of the thing to be possessed. The evil results 
of carelessness with fire and camp sanitation lend 
themselves admirably to exhibits, since the sharp 
contrast of the right and wrong ways invariabl 

draw attention. : 


The encouragement of the use of national forests 
for all forms of recreation, like the idea of popular 
proprietorship, is dependent upon explanation, but 
the success of the explanation, in turn, depends upon 
the aid of an attractive display which will hold at- 
tention long enough to enable the spectator to read 
one or more short statements. Fortunately, the 





. is a 


An Educational Window on Age of Trees 


forest presents almost unlimited material for dis- 
play, and material which appeals to a large majority 
of persons through their love of the primitive. 


Although the economic phases of forestry must, 
in many cases, be presented to the public on the 
ground as individuals come to the forest in quest of 
recreation or sport, the use of models and speci- 
mens in window displays is also of great value. 
Logging scenes are used to show ways in which 
timber may be harvested as a crop without destroy- 
ing the forest or reducing its productiveness, and 
planting operations are presented in miniature to 
show how forests can be reproduced artificially 
when all hope of natural reproduction has been de- 
stroyed by wasteful methods of logging or by for- 
est fires. The cross section of an old tree showing 
annual growth rings has been used with good effect. 
This display shows at a glance the length of time 
required by a tree to grow to different diameters, 
and this is further impressed by showing various 
dates in history on small tags placed on the proper 
growth rings. 

The fact that there is such a great variety in 
the work on the national forests makes it possible 
to isolate a large number of concise ideas admirably 
suited to this form of publicity. 
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AN “ONLI-WA” CLOTHING TRIM 
That’s Surcharged With Selling Ability 


CTUAL photograph of display in windows of Rollman Department 
Store, Cincinnati, the magnificent new skyscraper whose opening 
last fall attracted nation-wide attention. 


All new fixtures are of Onli-wa design and manufacture 


The illustration to the right shows how attractively Rollman’s display their cloth- 
ing with the new Octagon design fixture, the plateaux having ball feet. 








Let Onli-wa Help You Improve 
Your Displays During 1924 


WRITE FOR CATALOG 11 


THE ONLI-WA FIXTURE CO. 


New Design for 1924—The Dayton 401 Beckel Bldg. Dept. D.W. Dayton, O. 


Original and practical for displaying all classes of merchandise 











Quality and Originality 











EVERYTHING IN PAPIER MACHE 



























LARGEST YOU MUST BE 
MANUFACTURERS SATISFIED 
OF PAPIER MACHE OR WE RETURN 

IN THE WEST YOUR MONEY 

























Our references: Farmers & Mer- 
chants National Bank of Los 
Angeles or any business house. 


Order from ad, 25% with order re- 
mainder on delivery. 













32 in. high $25.00 
MADE TO LOOK JUST LIKE BRONZE METAL 


“JUST SHE BEST”’ 


ART FONTAINE EXPOSITION CO. 


10714 No. MAIN STREET LOS ANGELES, CAL. 
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Big Salas Greet Display of 


The FLORALAMP 


The light shining 
softly through the 
beautiful hand- 
painted glass and the 
pleasing rays sifting 
up through the 
attractive arti- 
ficial flowers 
quickly win 
customers. 4 


Adds to the at- 
tractiveness of 
your own store 
display. , 












Creates atten- 
tion through 
its novelty } 
that leads to 
No. 101 bigger business. 
Height 16 in. 
Width9in. = =§=Write for illus- 
trated catalog and 
attractive prices. 


Patent 
Pending 


Factory and Salesroom 
125% BAXTER STREET, NEW YORK 








“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 





now possible at moderate 
cost, by using our reflector 
screen No. 754 as shown. 


Fits almost any shape of 
reflector up to 10-in. diam- 
eter. Adjusts instantly to 
different shapes and sizes. 


Takes 10-in. x 10-in. col- 


ored gelatine sheets in red, 
green, blue and amber. 


Price per dozen for re- 

flector screen only, without 

| gelatine sheets, $7.20 doz. 
Gelatine sheets, red, green, 
blue, amber, $1.00 doz. Price 
F. 0. B. Jackson, Michigan. 


We also manufacture a line of Weight- 
ed Base Price Card Stands, T Stands, 
"7 etc., high quality brass covered bases 
and solid brass tubing uprights. at very 
moderate prices. 


Send for our catalog No. 38, showing 
complete line. 


J. B. Timberlake & Sons 


JACKSON, MICH. 
SOLE MFRS, 




















nee Oo u 3 


= <4 

















No. 800 Store Display Fixtures, Sheet Metal and 
Price Card Stand Wire Specialties | 


Small Town Gets Window Thrill 


Merchant produces scenic display of merit out 
of old materials in the store 


Small town residents do not often have the opportunity 
of witnessing unusual and artistic window displays unless 
they visit the nearby cities, but it remained for Harry 
Banghart, manager for the Weis Pure Food Store, Wat- 
sontown, Pa., to give the residents of his community a 
real thrill recently with a scenic window display that made 
the natives cry for more. Mr. Banghart is planning a 
series of such displays. 

The small town merchant attributes his lack of unusual 
window displays to the expense and lack of material to 
work with, but Mr. Banghart did not let that stand in his 
way. The accompanying illustration shows the the attrac- 
tive display he constructed in a very simple manner. 

“For several years,” Mr. Banghart says, “I have had a 
desire for attractive window displays, and installed several 
special windows during that time. A few months ago I 
came in touch with The DISPLAY WORLD, a periodical 
the like of which I had long desired. I became a sub- 
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Mr. Banghart’s Remarkable Scenic Window Display 


scriber at once. It has been a great help to me in suggest- 
ing displays for small town merchants. 

“For the holiday season I constructed a very unique 
window I think, for a town of 2,000 population. The win- 
dow is only six by eight by three feet deep. The back- 
ground of the window was a painting of mountain scenery. 
The front of the window was built up to represent a land- 
scape with a gorge waterfall. The rocks were made of oil 
window shades crushed and stretched over boxes. The 
waterfall was made of glass wool.. This stood one foot 
high. The automobile used was five inches in length, and 
the bridge was fifteen inches long. The grass effect was 
obtained by covering boxes with different sizes of dis- 
carded oil shades, painted rock color, and on these imita- 
tion rocks natural moss was placed, giving a realistic effect. 

“While this was somewhat unusual for a food store, 
and although it was in a small community, where the com- 
petition is not so great, I cannot help but know that this 
window display was a sales stimulator, and resulted in 
much interest and many inquiries. I intend to feature dis- 
plays of unusual type in our windows at all times in the 
future.” 





TACOMA MAN LOCATES IN LOS ANGELES 


H. P. Schwartz, formerly display manager for the Mc- 
Donald Shoe Company, of Tacoma, Wash., has resigned his 
position there and moved to Los Angeles, Cal., where he 
has taken up new work. ; 
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Manufacturer of 


GEORGIAN PLUSHE 


SA HEA 


SILK PLUSHES SILK VELOURS 
Widths—24”, 36”, 50” Width—50” 
32 Colors 24 Colors 


PIECE LOTS ONLY. NEW YORK OFFICE 


NO CUTS id 50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 
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ARE YOU CONTENT TO ALWAYS BE A CLERK? 


Opportunities in the retail field are limited only by one’s Every year the need for special training is increasingly em- 
enterprise and ability. During the past 18 years the Koester phasized. The man who observes this need and fits himself to 
School has trained more than ten thousand young men in retail SUPPly a popular demand will reap a liberal reward. The Koester 


publicity work. Many have dotbled and trebled their former 
incomes. Others have become partners in the business with 


School through its specialized courses of instruction and training, 
offers you an op ity to realize splendid results in a short 
time from a small investment. The first 1924 class starts Monday, 


which they were connected and still others have stores of their January 7th. New classes will start every Monday thereafter 


own. 


It did not take'them long to lay the foundation of their throughout the year. Therefore, file your class reservation for a 


-., success. It cost but a small sum in money but they have been four or eight weeks’ course for any Monday that best meets your 


reaping the profit that comes from more advanced positions ever convenience. For a shorter course than four weeks, write for 


since. 


class dates. 


THE KOESTER SCHOOL, 314 S. Franklin St., Chicago 








UPA GGA GAGA GAGA GAGA GAGA GA GAGA GAGA GA SAGAN) WGA GAGA NG NGA WGA GAGA WGA GY 





































































37 














V7 YYIY7 YY 


Ss 
i] 


Nitavivayl 


aviiveyi 


vd \Yi 


A 


aN 


oO 


\itavit/av ivan @Nit7 


VantYanitvavl 


(avian 







17a 





Vitavii7 


ol 































.THE DISPLAY WORLD 

















q 


Better 
Window Displays! 








You will require new 


Window Decorations 
for after the holidays 


NOVELTY DECORATIONS FOR 
SPECIAL SALES 


New Designs in 
PAPERS, BORDERS, FLOWERS 
especially for this purpose 


Secure catalogs 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 
30 READE STREET NEW YORK 
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Sales Promoters 


BRIGHTER WINDOWS 
VELOUR TRIMMED 


Hydol Plush 


Rich-Gay and Lustrous Colors 
in 24, 36 and 50 Inch Widths 


Samples Gladly Furnished on Request: 


“We also Carry a Full Line of Colors in 
a Very Fine Cotton Velour’’ 


The Hydol Plush Company 


Established 1889 
41 East 20th St. New York, N. Y. 
Yours For Service “HYDOL” 


After Feb. Ist, 1924, 
ADDRESS 36 EAST 21st ST. 























Window Sells Ties Despite Rain 


Six thousand disposed of in two days in 
most remarkable Boston sale 


If there is any skeptical person who does not believe 
window displays produce sales, if the displays have a sales 
value, then that skeptic should converse with F. B. Waldo, 
display manager for the C. F. Hovey Company, Boston, 
Mass., where a window display of neckwear recently sold 
6,000 neckties in two days, despite a downpour of rain. 

The men’s department of the store planned the biggest 
sale of neckwear in its history, and precisely 6,465 new fall 
and winter ties, regularly sold at $3.00 to $1.50, were placed 
on sale, through a special purchase, at $1.00 each. Display- 
man Waldo arranged a window that invited—in fact, cre- 
ated—an overwhelming desire to purchase. Then it rained! 
At opening time on the day the sale was set it was pouring. 
Many people connected with the store expressed sympathy 
for the men’s department force. They did not take into 
consideration that the machigery for the sale had been 
tuned up so thoroughly that disagreeable weather would 





Displayman Waldo’s Window that Sold 6,000 Neckties 


make little or no impression on its smooth functioning. 
The rain continued throughout the day, yet at closing 
time more than three-fifths—approximately 350 dozen—of 
the entire special lot had been disposed of. A better show- 
ing could not have been expected with good weather. 
The second day—also partly rainy—saw more of the re- 
mainder of the ties disappear. 

Preparations for the sale continued for a week before 
it began. The display created by Frederic B. Waldo un- 
doubtedly brought many sales in itself. One of the largest 
Summer Street windows of the store, which many thous- 
ands of people pass daily, was utilized for the display. Six 
steps of tiers running lengthwise of the window were 
erected and covered alternately with black and white cloth. 
On each of these steps was placed a row of round paste- 
board columns about a foot high, the columns being black 
against the white backgrounds of the steps and white 
against the black backgrounds. A collar, with a necktie 
neatly tied on it, was placed over the top of each column, 
the arrangement giving a good idea of how the tie would 
look wheu worn. The rain did not prevent the ever- 
changing group of faces appearing at the window all day. 

Harry J: Hannon, buyer for the men’s department, sold 
250 ties the first day through his own efforts. Employees 
of the Hovey Company themselves purchased 478 ties. 
Special racks for the showing and sales of hundreds of the 
ties were placed over many of the glassed-in cases of the 
men’s department. In fact, everything about the depart- 
ment for the two days radiated neckwear. Exceptional 
values and thorough preparations, aided by an enticing 
window display, were too much of a’ handicap for even 
the rain to overcome, 
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Ready Jan. 20th 


~ 


Your copy of the 
NEW SPRING FLOWER BOOK 


will be sent you on request 









Ask for 
Book 3B4 
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A white poinsettia tree placed before a panel of red silk 
and resting on black felt floor covering, furnished a real bit 
of display strategy as worked out in Christmas windows by 
B. C. Hampton, Display Manager for the Bedell stores. The 
attractive effects created in both windows and interiors well 
illustrates the success that awaits thoughtful and intelligent 


Christmas Display created by B. C. Hampton of Bedell’s, 7 
Chicago. Decorations furnished by Schack. use of decorations. 


Schack Artificial Flower Company 


oe Leaders for Half a Century 
134-40 N. Robey St CHICAGO 63 E. Adame St. 



























LIGHTING THE WAY 
TO GREATER BUSINESS 


A uniquely lighted window draws the eye 
and compels attention! 


Nothing is more important as a selling factor than light. 
The Fashion Floodlite brings additional clarity to display 
by emphasizing one shoe or a group of shoes. 
Its spotlite-beam will focus the pedestrian’s thought on 
your merchandise. 
The effect both artistically and intrinsically is one of 
power. Get our proposition today. 

Write Dept. 12. 


BRIELOFF MFG. COMPANY 
119 Lafayette Street New York City, N. Y. 

















Price, complete with color 
unit, five sheets assorted 
color gelatine, wire and 
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|DISPLAYS 


THEODORE KAHN 
Prest. & Gen’l Mgr. 


155 West 29th Street 
New York City 


Phone, Pennsylvania 2288 
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Decorative Effects, Drap- 

ing and Scenery for Show 

Windows, Fashion Shows, 

Booths and for Exhi- 
bitions. 


Original Ideas and Designs 








aS—— fe 





Wax Higures 
by an Originator | 
Gustau Schmidt 


We make on order only 
Prices from $200 up 


We don’t sell figures through 
competitors 
Display Pieces a 
Specialty 


Your needs given consideration 
Let us hear from you 


Gustav Schmidt & Sons 
Established 1886 . 
1201 E. 55th St. 
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Elevating the Hardware Display 


Michigan man urges natural setting and not 
an overloading of merchandise 


By J. T. NORTHROP 
Display Manager Smith-Winchester Co., Jackson, Mich. 


Most of us, I fear, are prone to overload our windows. 
seeking, perhaps, to show something from every part of 
the store at one time. 

This is the wrong idea, and will only result in a crowded 
mass of stuff without definite appeal to the passerby. We 
can copy after the better department store window displays 
and by so doing elevate the quality of our hardware and 
and home equipment windows. Of course, few of us can 
afford special painted backgrounds, but any of us can pro- 
vide natural settings, and for the class of mrchandise that 
we are attempting to display I believe that~the natural 
setting is best. 

For instance, in a fireplace fixture window I made a 
fireplace, true to size and coloring, out of wallboard cost- 
ing but a few dollars, and displayed the fixtures in a natural. 
way, with an imitation fire in the grate. This attracted 
much attention, even bringing us some mail orders from 
another city, from people who had motored by. our win- 
dows. 

After I took this window out I put the fireplace in our 
equipment department, where it was used as a permanent 
exhibit of fireplace fixtures. For Christmas I am using this 
fireplace again (after changing the color of the brick), and 
the few dollars it cost was a good investment. 


We run our windows and advertising together as much 
as possible, believing that this is necessary to get the big- - 
gest results from both mediums. 

I think it is a good idea, too, to call attention to your 
window displays in your advertising, and this is easy if 
you prepare your ads yourself, and even if you do not you 
can easily get your advertising manager to do so, if you 
explain to him the importance of so doing. 


People will often’ come out of their way to see attractive 
displays, and when you have windows that you are particu- 
larly proud of don’t be afraid to invite the folks to see 
them. 

We hardware displaymen need The DISPLAY WORLD, 
because our hardware trade magazines do not give us the 
high-class window photographs and explanations that we 
need. The DISPLAY WORLD will, with our cooperation, 
publish many good examples of hardware windows in the 
coming year and be worth many times the small price 
asked for the subscription. 

No doubt your boss, like mine, will gladly subscribe for 
it for you if you merely ask him. Why not do it right 
now? 





- TOY FAIR DATES FOR THIS YEAR SET 


The ninth annual toy fair will be held at the Hotel Im- 
perial, New York City, February 4 to March 8. Four floors 
of the hotel will be devoted to the displays, with oddicgny 
overflow space at the Hotel Breslin. 





’ 
-USE KEITH THEATRES FOR STYLE SHOWS 


Sandberg & Kopp, New York City, have completed 
arrangements with the B. F. Keith circuit of theatres 
throughout the south, making these theatres available for 
individual fashion exhibits of retailers without charge to 
the merchant. This will result in many new fashion shows 
throughout the south this year. 
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THE HUMAN ELECTRIC WINDOW SALESMEN 


The heads turn lively to 
and fro. The eyes roll ef- 
fectively to and fro. The 
eyebrows move originally. 

The lips speak naturally 
on WOBO and BUMBO. 


The hands of BUMBO 
and TUMBO move up 
pointedly toward revolving 
lamp post. The hand of 
WOBO moves pointedly 
to revolving advertising 
pillar. The front foot on 
all figures taps on window 
pane to attract attention 





if the figure is moved 
closely to the window 
pane. Electric light bulbs 


are placed in lamp posts 
and in pillar of WOBO. 

All machines have universal 
motors working on any current 
or voltage. 

The figure WOBO is 30 in. 
high, and the hardwood pan- 
elled box on which it stands is 
24x16x12 in. in size. 

The figures “Bumbo” and 
“Tumbo” are 24 in. high, and 
the box on which they stand is 
2134x16x10% in. m size. 

The Lamp Posts are 43 in. from top to top of box. The box fronts 
on all figures are also available for advertising space. All parts 
guaranteed against inherent defects. 





Price WOBO 175.00 Price BUMBO 165.00 


F. o. b. New York. 


Price TUMBO 155.00 


Machines ‘can be moved from one store to another, being prop- 
erly packed in first-class cases. Other machines can be seen in 
our New York show rooms. 


WOLFF, BROWN & CO,., Inc. 


37 UNION SQUARE WEST NEW YORK CITY 




















If It’s Display Fixtures 
We Have It 


No. 812—Enamel Suit and Dress Form. 
Sizes: 16 and 36. ase finished in 
Ivory, Grey and Gold. $10.50 each. 

Finished in Mahogany, Walnut and Ha- 
zel, $12.00 each. 


No. 612—Extension Coat and Dress Stand. 
Finished in Ivory, Grey and Gold. $6.00 
each. 

Finished in eer: Walnut and Ha- 
zel, $5.50 each 


No. 30i—Men’s Coat Form Sizes: 4, 36, 
38 and 40. Wood — = Finished in Ivory, 
Grey and Gold, $7.00 

ig oy in Mahogan 
zel, $8.50 each. Metal 


Nos. 200, 201 and 202—Different styles of 
Fancy Wood Millinery Stands. Finished 
in vere Grey and Gold. Sizes 18, 24 36 
an A 

Prices: No. 200, $36.00 Doz. 
Nos. 201 and 202, $45.00 Doz. 


No. 312—Metal Shirt ie vo a © 
and 15” extension, at $18.00 


No. 310—Wood Collar Stand, 9’, 12” and 
15” heights, at $10.50 Doz. 


No. 315—Round Wood Pedestal, 12”, 18” 
and 24” heights, at $21.00 Doz. 


We also Manufacture a Complete Line of 
Cloak Racks, Hangers, Men’s and Ladies’ 
Stands, Valances 














: Se Waluut and Ha- 
ase, $5.00 each. 











Shoe Vv and Plushes. 
REMEMBER—Buy Direct from the Manu- 
facturer. IMMEDIATE DELIVERY. 


Consult us before buying elsewhere and 
save 35 per cent. 


278 BROOME STREET 
NEW YORK CITY 
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Latest Ideas For 
Your Window Displays 


creative artists in charge 
The Expe of the display depart- 
ments of the big New York stores are the recog- 
nized leaders in their line. 


The wide demand by displaymen throughout 
the country for photographs of these displays has 
led to the development of the Worsinger special 
monthly window display Service. 


8 New Photos Each Month 


This service consists of eight all new, up-to- 
date photos each month of the leading New York 
display, divided into five groups, according to 
the class of store desired. 








The cost is merely nominal, much less for the 
entire set than it would cost you to have a single 
special photograph made. 


Every photo will give you an idea for a smash- 
ing sales producing display which you can cash 
in on. 


Write now for details and samples of this 
really worth-while service. 


Worsinger Window Service 
Member I. A. D. M. 


124 W. 34th St. 


New York City 


























Changeable Letter Display Signs 
For Window and Counter 


i 
\ 
all 
HY 
| 


|| i7 JEWEL 
fj}; SOLID GOLD | 
| WALTHAM WATCH. 


$30 | 





STYLE No. 108. Burnished Gold Carved Frame, like cut. 
SIZE FRAME 9xi2 INCHES. BASE 13 INCHES. 





This is only one model from the most 
Complete Line of Changeable Letter Signs 
in the World. 


WRITE FOR CATALOGUE 


DAVENPORT-TAYLOR MFG. CQ. 
420 ORLEANS ST., 


CHICAGO, ILL. 




















Simplicity in Stationery Windows 


Western displayman urges use of only few 
articles in creating artistic results 


By ALSON BRUBAKER 
Display Manager Walker Brothers, Fargo, N. D. 


I do not agree with the generally accepted principle 
that in trimming the stationery store window it is neces- 
sary to fill up the space with a great variety and volume 
of merchandise. To the contrary, my experience has been 
that the best results, so far as attention, advertising and 
actual sales go, are obtained by extreme simplicity. You 
want to avoid putting too much into your windows, as an 
overcrowded window is as bad as one which is too scantily 
trimmed. For a stationery and office supply house like our 
own the greatest care should be used to keep the general 
scheme simple and to limit the display as much as possible 
to one class of merchandise. I am not, and never have 
been, a believer in miscellaneous window trims. 

By using but one class you concentrate attention and 
drive home a sales appeal in a much more direct and im- 
pressive manner than if the attention of the prospective 
customer is diverted to a number of different and entirely 
unrelated items. 

The successful salesman of stationery does not confuse 
his prospect with a varied showing of samples, all displayed 
at one time. Neither does he jump from one topic to 
another when telling the merits of his articles. He sticks 
to one item untill that is sold or he is convinced the cus- 
tomer has no need for it, and then, and only then, does he 
take up something else. 

When it is considered that trimming a window is only 
another form of selling, why shouldn’t the same principle 
and method used by the salesman be followed? 

My idea is to make a window of few articles, arranged 
with neatness and taste, instead of going to the other ex- 
treme. With such a window any one who views it is cer- 
tain to carry away with him a very definite impression as 
to what was shown, and is therefore in a better position to 
remember the article, its use, and where to buy it, than if. 
a great variety of stock were shown, with a consequent 
jumbled idea in the mind of the prospect. 

In addition to simplified displays, I am a great believer 
in the use of signs ,especially painted signs. The general 
fault with most displaymen is that they use too much deco- 
ration and too few original signs. They seem to overlook 
the point that the show window should be used first to 
display merchandise, not decorations. In many cases the 
decorations are so profuse that they obscure the merchan- 
dise on display. 

A catchy, original sign or two will attract the eye, prob- 
ably win a smile from the passerby, and prove a lasting re- 
membrance of the article displayed. Be as original as 
possible—it’s originality that counts in window display. 
Whenever it is possible I use a display sign of the firm by 
whom the goods are made. In this way we secure the 
maximum benefit from the National advertising which is 
being done in the various magazines. 

Much more thought and expense should be allowed for 
stationery window display, as it has been proven time and 
time again that excellent results are always at hand when 
proper and up-to-date methods are used. The show win- 
dow is a silent but very powerful salesman. Goods prop- 
erly displayed are half sold. Our windows are changed 
weekly. While this, of course, means extra work, it is like 


__all other advertising—an effort to sell—and we find it a 
_good investment to make a success of this department of 


our business. 
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When to Photograph a Window 


Kodak Company’s tests prove that late at 
night is very best time 


Many inquiries have been made of The DISPLAY 
WORLD as to the best time to photograph a display win- 
dow. Sufficient research has been conducted on the sub- 
ject that now it is possible to announce the result. Late 
at night is beyond all question the best time to photograph 
a display window. One of the most comprehensive series 
of tests was made by the Eastman Kodak Company, of 
Rochester, N. Y., and as a result of these tests the follow- 
ing conclusions were gained by experts from this com- 
pany, who have kindly contributed these facts to The 
DISPLAY WORLD: 

“The best time to photograph a display window is late 
at night, when the only reflections on the glass are from 
the street lamps, or from lights in the stores across the 
street. These reflections maybe prevented by improvised 
screens placed behind or beside the camera. Pedestrians 
passing between camera and window are not recorded on 
the film unless they stop, because a window that is well 
lighted with Mazda lamps usu lly requires an exposure of 
twenty to thirty minutes. 

“The camera should be placed at such a height that it 
need not be tilted. Then there will be no distortion of 
such parallel lines as door casings and window corners. 
For some reason a wide angle lens should be used. In 
such work the most suitable lens is one whose focal length 
equals the diagonal of the negative. Unless the lamps 
within the window are concealed, a lens hood should be 
used to prevent reflections on the lens. 

“The length of exposure depends on the volume and 
actinic quality of the light used in the window. If there 
is an average amount of light from Mazda lamps, twenty 
to thirty minutes’ exposure on commercial Ortho film with 
the lens at f. 16 is usually sufficient. It nitrogen-filled 
lamps are used the exposure may be much shorter. By 
keeping a record of exposures and conditions under which 
they are made it will be possible to judge accurately the 
exposure needed. It will be found that displays in which 
there is a predominance of dark tones require longer time. 

“If the window contains a combination of colors, it is 
advisable to work with Panchromatic Film and K1 or K2 
filter to insure correct rendering of the colors. But if 
Mazda lamps are used it is unnecessary to have a filter, 
because their light is yellow enough to produce on Pan- 
chromatic film the same result as when a pale yellow filter 
is used with daylight 

“Every good window display should be photographed. 
A scrapbook of such pictures will show at a glance ideas 
that have been used, and they will give the displayman an 
idea around which to build future displays.” 





LARGE SPACE FOR DISPLAY OF HOSIERY 


An entire large window was recently utilized for a dis- 
play of hosiery during a sale of Corticelli silk products by 
B. F. Dewees, of Philadelphia. Particular interest attached 
itself to the display, because of the large space accorded to 
hosiery only. 





WILL PUBLISH A NEW STORE MAGAZINE 


A new store magazine, to be known as “Charm,” will 
be published by L. Bamberger & Co., Newark, N. J., begin- 
ning February 1. It will be distributed free to customers 
of the store. Joseph E. Hanson, formerly advertising man- 
ager for Bamberger’s, will be publisher. 
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Shoe Stand Shirt Stand 
No. 1782-S No. 1703-S 


Fixtures for the Merchant Who 
is Thrifty 

We make only wood display fixtures. 

Before buying any more fixtures we sug- 

gest that you get our catalog and compare 


styles and prices. We know we can save 
you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, II. 
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SUN-RAY 
SPOT LIGHTS 


$16.00 
COMPLETE WITH FOUR 
SHEETS COLORED 
GELATINE, CORD 
AND PLUG 
Send for complete cata- 
log and sample colored gel- 
atine book. We manufac- 
ture everything for show- 
window lighting. 


FREDERICK A. BOHLING 


556 Eleventh Ave. (at 42nd Street), New York City 
Telephone Chickering 4160 























SPECIAL TO OR- VALANCE,S 
DER VALANCES. SIDE DRAPES 


DRAPED AND DRAW CURTAINS 
retrace o- VALANCE & DRAPERY CO. “u22"_ vrs 
Seurreowme 326 Superior Av.,N.W. itzkonouns 
QUT OBLIGATION. Cleveland, Ohio DRAPERIES. 
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Distinctiveness In Jewelry Displays 


Value‘of effort proven in wonderful success as 
a medium of sales promotion 


By O. WALLACE DAVIS 
Display Manager, H. Batterman Company, Broadway, Brooklyn, N. Y. 


One of our well-known department stores in New York 
has for many years maintained a distinctive window dis- 
play of jewelry, one which I believe has been envied by 
more merchants than any other single display. I presume 
more displaymen have been requested by their respective 
houses to copy, duplicate or attempt as near as possible to 
reproduce the display than any other. 

Personally, I have noted with much interest many such 
efforts, and yet most of them have been rather disappoint- 


accomplish what so many merchants wish to try out. A 
rough description of the affair might be in order: 

The first step or riser is eighteen inches high and fifteen 
inches deep. The next is six inches high and six inches 
deep. The third is the same as the first, followed by the 
top and last, which is twelve inches high and four inches 
deep. ; 

These are each made separate and independent of each 
other, making them easy te cover. The covering in this 
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Distinctive Jewelry Display Window by Mr. Davis for Batterman’s, Brooklyn 


ing in their results. This is not because of lack of ability 
on the part of the displaymen, but generally because suffi- 
cient time and money have not been available to accomplish 
the task. 

The wonderful success of the jewelry department back 
of this specified display is a worthy testimonial to its value 
as a medium of sales promotion. The accompanying photo 
is one of the writer’s first attempts to try out, in an inex- 
pensive way, the value of such a display. 

I am not offering this as an example of successful re- 
production, for it is far from such. Yet in our particular 
case it served its purpose and has been continued, with 
some changes of background and small fixtures, for nearly 
a year. I regret at this writing that I have no picture of 
the display as it stands today, for each change has marked 
an improvement, and the firm is entirely sold on its worth. 

I am only submitting this on the merit. of its potential 
possibilities to the man with limited appropriations and 
overworked resources, trusting it may suggest a way to 





case was grey felt. Five small dividers were built to fit 
the steps; these and the lower riser were ornamented with 
relief carvings finished in. silver. The screens in the back- 
ground were only pinch-hitters in this displ.y, and have 
since been replaced by a special setting- of panels, which 
has greatly improved the showing. 





ISSUE ATTRACTIVE CHRISTMAS NUMBER 


A particularly attractive number of The Fellow Worker, 
store publication of the Jordan Marsh Co., Boston, Mass., 
was issued for December. The color design was very elab- 
orate in green, blue, red and gold. The editorial matter in 
the book was timely and interesting. 





Joske’s store, San Antonio, Texas, announced a special 
window display of articles from the Toytown section of 
the store for the holiday season and invited parents to bring 
their children down to see the new toys. The invitations 
were extended through the mail and newspapers. 
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‘Largest Flag in World Shown 


Detroit department store displayman unfurls 
gigantic emblem on big building 

What is said to be the largest American flag ever shown 
the public was displayed for the first time by the J. L. 
Hudson Company, Detroit, Mich., on the front of its build- 
ing last Armistice Day. 

The size of the Hudson flag is 90x150 feet, or 13,500 
square feet. The weight of the flag is 600 pounds; width 





The Largest Flag in World on H udson Store 


of stripés, seven feet; blue field on which stars are mounted, 
4834x64 feet; width of stars, five feet. 

_ There are seven and one-half miles of stitching used in 
making the flag, and it required ninety persons just thirty 
days to complete the job. The ordinary flag for home use 
measures five by eight feet, and the Hudson flag would 
make 340 flags of this size. 

Charles F. Wendel, display manager for the J. L. Hud- 
son Company, is custodian of the huge flag, and, with his 
assistants and many others recruited for the work, unfurled 
the big streamer to the breeze. 





EXECUTIVES ARE WAITERS AT PARTY 


Executives played waiters and bundle wrappers and 
cash girls were guests at the Christmas party given 125 
employees of Brager’s Department Store, of Baltimore, 
Md., in the basement of the store during the holiday sea- 
son. After the feast a huge packing box was rolled into 
the room, and when opened Santa Claus appeared and dis- 
tributed presents to all the guests. 





COAST DISPLAYMAN HAS NEW POSITION 


W. A. Hadden, formerly display manager at Borson’s, 
Los Angeles, Cal., has resigned and recently accepted a 
position as display manager for Pendroy’s store, at Glen- 
dale, Cal. Mr. Hadden- has long been considered one of 
the successful displaymen of the coast. 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


HALFTONES 
ZINC ETCHINGS 


We FEATURE 


COLOr 5 bY *) 


Proce om 


y, / Oe : 
3) ART REPRODUCTION 


DO Sa 
CG 
225 W. FourtuH S1 


CINCINNATI. OF 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer's Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—lItalics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—Illustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
habet plates 


PER ies ordered is BOTH 
$3.5 COPY year's subscription to FOR $4: 30 
The Display World. 
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THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed find $..-_.-_.-__-- TO PAY FOR 
C] The Gordon Book. 


L] The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. 











City. State 





NOTE—If remitting by check add 10c for exchange. 
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Artistic Barricade on Store Front 


Boston merchant utilizes the space hiding window 
improvement in artistic manner 


Barricades, when building or remodeling operations are 
in progress at any store, are usually associated with ugli- 
ness. But not so with the barricade erected in front of the 
store of Jays, Inc., Temple Place Eleven. Boston, Mass., 
while a new display window is being installed. The clever 
and artistic utilization of this barricade to continue display 
for the store even caused comment in the daily newspapers 
of Boston. 

Instead of being merely rough painted boards. on which 
which some gaudy sign might be painted, or on which bill-. 
posters might tack dozens of theatrical cards, the barri- 
e-de has been attractively decorated to represent swing- 





How Jays, Boston, Made Use of Display Space 


ing doors, upon which appear replicas of familiar silhouettes 
which are always associated with the name Jays. Silhou- 
ettes have always been used on all the printed matter and 
advertising of this store. devoted to misses’ and women’s 
gowns. blouses, skirts and wraps. 

Above the silhouettes was placed a window box, which, 
during the holiday season, was filled with Christmas ever- 
greens. The silhouettes were reproduced, five feet, six 
inches, cut out of heavy cardboard, from drawings which 
had previously been used in five-inch cuts for the news- 
papers. The paper tacked to the side of the barricade is 
written in Mr. Jays’ handwriting, and reads: “When re- 
moved, this barricade will disclose a little more window 
space for Jays.” Instead of using the usual silhouette in 
the newspaper advertisements, a reproduction of the barri- 
cade was included, and Mr. Jays’ own words again ap- 
peared in the attractive ad, as folows: 

“When this barricade is removed, then there’ll be a little 
more window space for us to display the things which 
prompt such remarks as these: ‘That’s JUST the kind of 
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dress I want,’ ‘We should have waited and bought the 
sweater here.’ ‘And to think what I paid for MY blouse.’ 
But do not wait until the window is finished to see our 
desirable things, for now and always the shop abounds in 
them.” 

Jays’ shop is only five years old, yet additional ele- 
vators and other improvements are now being made in the 
store to take care of the constantly increasing trade. 
Unique advertising methods and clever handling of dis- 
plays have been responsible for the continual increase in 
the firm’s business. Miss Mary V. Gardner is the capable 
advertising manager for the shop. 

The barricade offers a suggestion to merchants and dis- 
playmen throughout the country, and could be utilized for 
much larger improvements, even on the largest depart- 
ment stores, giving display and advertising space, in an 
artistic manner, even while improvements are in progress. 


20,000 Persons Jam Into Store 


Great advertising and display stunt witnessed 
by vast throng on streets 





Forty thousand persons jammed the streets and side- 
walks of the city of Wilkes-Barre, Pa., recently to witness 
one of the greatest advertising and display stunts ever 
conducted in a Pennsylvania city. Following a huge toy 
parade, more than 20,000 of these same people jammed! the 
store of the Peoples’ Outfitting Company to witness the 
opening of their Toytown. It was a constant stream of 
people throughout the afternoon and evening. 

More than five hundred children participated in the big 
street parade, which had been advertised for weeks, just 
the same as a circus. Prizes were awarded children par- 
ticipating. The delivery trucks of the firm were converted 
into huge cages, housing ferocious animals which, in reality, 
were mirth-provoking boys dressed to resemble various 
animals. The trucks were metamorphosed for the occasion 
into lurid circus wagons. Sandwiched between the trucks 
were children in costumes as varied as the colors of the 
rainbow. One of the trucks converted into a circus cage, 
held a clown band atop. A forty-piece band, dressed as 
toy soldiers, and named the Toytown Band, led the parade. 

A Shetland pony and cart and other prizes were awarded 
the happy youngsters. M. A. Oppenheim, manager of the 
store, arranged the Toytown opening and parade. Miss 
Mary Carroll, advertising manager of the store, handled 
all the publicity and advertising features. Unusually at- 
tractive toy display windows added to the effect of the 
opening. It was one of the greatest crowd-pullers in 
Wilkes-Barre in years. 


—— 


WIN FIRST PRIZE IN A COURTESY CONTEST 


The judges in a recent city-wide courtesy ‘contest, con- 
ducted by a newspaper at Wichita, Kans., awarded first 
prize to the Rorabaugh Dry Goods Co., of that city. The 
value of building good will through courteous treatment of 
patrons was broight vividly home to the clerks of the store 
. through the contest. 








PROGRESSIVE STORE OPENS RARITY ROOM 


The progressive store of L. Bamberger & Co., Newark, 
N. J., now has something new in a “Rarity Room.” In this 
department, on the third floor of the store, may be found 
this announcement: “The Rarity Room—a place unique, 
assembling unusualities from the four corners of the earth.” 
Articles that can not be directly classed in any department 
of the store may be found here. 

















LIGNINE 
Wood 
Carvings 
Unbreakable 

Best Trim Made — Will Last for Years 


Will help you credte BEAUTIFUL—Back- 
grounds, Panels, Screens, etc. 
Period Designs, Heads, Scrolls, Wreaths, 
Rosettes, Shields, Drops and others. 


New No. 9 Catalog and Sample—FREE 


ORNAMENTAL PRODUCTS CO. 


W. LAFAYETTE DETROIT, MICH. 
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1924 SAMPLES READY | 
THE “A” LINE 


comprises all machine made and hand block process 
papers for special panel and floor work. 


THE “B” LINE 
made up in 25-yard rolls from $1.00 up to the very 
finest papers at $2.75 roll. We are about to distribute 
our circulars and catalogs. State what line you wish. 
“B” Sanfples may remain in your possession, but the 
“A” line must be returned within 10 days of receipt 
of same. 


SPECIAL FRAME SETS FOR “A” LINE 


MURDISON DISPLAY SERVICE 


638 HIGH ST. BUFFALO, N. Y. | 


























~VALANCES 





OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design . 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 

















Enamelac_ 


were New Air-Drying Decorative Art Enamel 

not give your displays “distinc- . 
tent, by adding the touch of unusual 
color—striking contrasts and _ subtle 
harmonies? “Enamelac” will do it 
for you. It dries over night, is water- 
proof, and made in twenty-two beauti- 
ful colors. Can be used on back- 
grounds, wood or metal fixtures, fur- 
niture, pillars, etc. Color card and 
circular free. 

BOOKS YOU NEED 





“Lettering,” by Stevens Gicdeichncins dais $3.25 “Enamelac Outfit” 
“Theory of Color,” Snow.......... 4.2§ In hinged box with 
“Art Simplified,” by Lemos....... 4.25 six colors: Turpen- 
“arte Art,” by Cory......... 2.10 tine, Shellacand 
ll sent postpaid. oon Renshes, com- 

ete, rea or use. 

THE PRANG COMPANY = “Postpaid, $3.25. 

1922 Calumet Ave., Chicago. 118 E. ast St., New York 














» Santa Claus Snow 


| will give to your holi- 
} day windows the true 
| spirit of Christmas. 


+ You will find Santa 
» Claus Snow adds wonder- 
| fully to any holiday deco- 
™) ration. It is made up of 
Fj; a multitude of crystal 
ij clear flakes that glisten 
fj and sparkle brilliantly un- 
der any kind of light. 





Use Santa Claus Snow 

on all of your decorations 

and show cards. It costs 

little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., Porest’Par, 1m.” 
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Made to 
Your Order 


90c 
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Camden Artcraft Company 
160 North Wells Street, Chicago 


Designs 
Sent on 
Request 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are te Nan me yg ee 

, distributing or sorting papers. 
oe eee thamatray. Sent FREE trial. 
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Want Ads Get Results for You! 
Only $1.50 per Inch 


















‘‘Miss America” Scores as Model 


Pennsylvania store secures her services only 
after overcoming many obstacles 


A commendable effort on the part of a store to not only 
secure a high type of advertising, but to give a service 
to its patrons, was recently made evident in the achieve- 
ment of Katz & Goldsmith’s Famous Store at Braddock, 
Pa., when they secured the services of Miss Katherine 
Campbell, of Columbus, Ohio, twice pronounced the most 
beautiful girl in the nation, for their Famous Style Show. 

The details of securing the appearance of “Miss Amer- 
ica” at this annual fashion promenade are interesting to 
displaymen and merchants in general, because it is prob- 





Miss Katherine Campbell (Miss America), 
of Columbus, Ohio 


able it is something which has never been done by any 
other store in the country. 

When the time grew near for the usual fashion show, 
S. E. Francis, who merchandises the store’s ready-to-wear 
department, was anxiously seeking a new attraction. The 
thought came to him to try and secure “Miss America” as 
a model. A letter was immediately sent to her, but the 
answer came back, “Miss America had never accepted any 
engagements as a model, and did not care to consider any 
such.” The disappointment was very great, but, undaunted 
Mr. Francis, with his assistant, Miss O’Dea, went into 
executive session with the firm’s officials. As a result, 
Miss O’Dea was dispatched to Columbus on the first train. 

The instructions given Miss O’De- were that she was 
first of all, to become acquainted with Miss Campbell and 
procure her services, regardless of the cost. It required 
several days of negotiations, and the telephones between 








THE DISPLAY 


Braddock and Columbus were kept very busy, but finally, 
after much persuasion verbally and a substantial amount 
of cash in hand to “Miss America,” the contract was closed. 
The event exceeded the most sanguine expectations of the 
Katz and Goldsmith firm, and the crowd was limited only 
by the size of Carnegie Hall, the largest auditorium pro- 
curable in Braddock, Hundreds were turned away at each 
performance. 

During her initial appearance each of the two evenings, 
Miss Campbell delivered a little speech, telling how it felt 
to be a prize beauty, and urging women to exercise to be 
beautiful. In the later scenes of the style show she ap- 
peared in many late models exhibited by the store, even to 
a wedding gown. And so the Braddock store scored a 
“beat” on all the other stores of the country by being the 
first to persuade the prize-winning beauty of America to 
act as a model in a style show. 

Miss Campbell participated in both the 1922 and 1923 
beauty pageants at Atlantic City and was crowned “Miss 
America” on both occasions. She had hundreds of offers 
for appearances almost as soon as she had won the prize 
this year, and the Braddock store is to be complimented 
on its progressiveness and persistency in securing her 
appearance there. 





Harmony in Display 
(Continued from page 32) 

prepared to assemble the merchandise into his displays 
with their true relation and value to each other. And 
then there are books at the library that treat on the 
history and manufacture of fabrics, etc., that go to 
make up our merchandise. Even in the Sunday papers 
there are generally one or more pages devoted to ma- 
terials, styles and all that enters into this subject. Oh, 
it is a great study and a big task, but you will enjoy it, 
and the result—“harmony in display.” 

Co-operation with Assistants: The display division 
that functions one hundred percent successfully must 
have the good will of everyone concerned. Courtesy 
and helpfulness on the part of the manager means much 
toward attaining this good will. The assistance and 
helpfulness given them to learn and acquire in the pro- 
fession which they have chosen as their life’s work, will 
be greatly appreciated, and this appreciation will be 
shown and reflected in the form of better displays. And 
what does better displays mean? We all know—More 
Business. 

The assistants of today are the managers of tomor- 
row, so the managers of today should feel it their duty 
to help these younger members of the profession by 
teaching them “Harmony in Display.” 





MERCHANTS’ COUNCIL PICKS OFFICERS 

C. W. Hall, of the C. W. Hall Dry Goods Co., of Green 
Bay, Wis., has been elected president of the Interstate Mer- 
chants’ Council, to succeed Paul Davis. J. W. Knapp, of 
the J. W. Knapp Co., Lansing, Mich., has been elected first 
vice-president. Other vice-presidents are: Willard H. Ash- 
ton, of the Ashton Dry Goods Co., Rockford, Ill.; J. Earl 
Martin, of T. S. Martin Co., Sioux City, Iowa; J. F. Mut- 
chow, of the Hart Company, Long Prairie, Minn., and H. E. 
Sievers, of Specht-Finney Co., Valpariso, Ind. More than 
1,750 names are now on the membership roll of the asso- 
ciation. 
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QNPYRU 
SILKREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 





























No. 578 Narcissus Plant 
HOW TO ADVERTISE— 


While the earth is covered with snow 
and ice, our Everlasting Narcissus, Tulips, 
Roses, Plants, Trees, etc., are always in full 
bloom. 


Get our SPRING CATALOGUE No. 5 mailed 
FREE FOR THE ASKING, make a selection of 
Flowers, Plants, etc., decorate your Window, 
Interior or Home, create Easter Air and business 
ahead of your slow competitor. You can resell 
any article, make 100 per cent profit and have 
decoration and advertisment free. 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 
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THE DISPLAY WORLD 


An Illustrated Monthly Publication for 
Advertising Men 
Issued on the 15th of Every Month by 
The Display Publishing Company 
Cincinnati, Ohio 
Editor, CLYDE P. STEEN 


OUR PLATFORM 


1. The Development of the Art of Mercantile Display.—2. Its General and Positive Realization by Mer- 
chants as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Man- 
ufacturer and Merchant—4. The Encouragement and Advancement of the Independent Display Service 
Idea.—5. An Ideal, Practical and Helpful Personal Service to the Display Profession and its Industry. 
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What is the future of the Inter- 
national Association of Display 
Men to be—one of progress or dis- 
integration? It must be one or 
the other. This question is in the minds of a very 
great number of affiliated displaymen, and there’s 
a reason. 

The DISPLAY WORLD stands outspokenly for 
an era of progress, where constructive work will 
keep pace with the progress of the profession 
and industry. The display profession is fast out- 
distancing the sluggish and political fetters of its 
avowed national organization. 

There are, among its members, men of big in- 
tellect, men of executive ability, men of accom- 
plishment, men who must sooner or later assert 
themselves and their convictions. With the presi- 
dency of the association in the hands of such a 
confidence-inspiring personality as that of J. J. 
Cronin, we believe has hastened the hour of putting 
our house in order, of laying all the cards on the 
table and effecting a decision as to whether or not 
this is the appointed year for a beginning of a new 
program for the International Association of Dis- 
play Men, a program of service. 

Confining the activities of a business association 
to the holding of an annual convention, and this 
chiefly at the expense of the manufacturers cater- 
ing to the display industry, is the merest sort of 
bunk for. having and maintaining a skeleton of an 
organization. Why not clothe this skeleton with a 
spirit, an enthusiasm and a high minded personnel, 
and thus by real service rendered, win the united 
support of the entire profession and the industry? 

Before the association can ever function prop- 
erly, there must exist a central office, in charge of 
a capable executive secretary, a man who will work 
for the betterment of the profession, enlarge the 
membership and carry out a constructive program 
for the organization. Such a man is worthy of 


Will Progress 
Accent Future 
Of Association? 


liberal compensation, but he will be able to so in- 


crease the revenue accruing to the association that 
such compensation can be easily taken care of, 
without placing additional burdens on the mem- 
bership. Furthermore, with proper supervision, 
the annual convention should yield an attractive net 
profit to the association. 

The DISPLAY WORLD’S enthusiasm for the 
opportunities that exist in the display profession 
and industry, the importance of this work in the 
field of merchandising, and its firm belief that the 
time has come for an era of unprecedented growth 
and progress, are the sole reasons that have 
prompted this discussion. 

Therefore the query—What of the future? Will 
it be a new program of advancement, and will it be 
inaugurated this year? 





With the continued recognition 
New Year Gives of all branches of the field of 
oe —— display, there is added confidence 

to inspire the average display- 
man to new endeavors during the New Year. With 
young men coming into the field from positions 
as assistants to some of the country’s foremost dis- 
playmen, and with universities and training schools 
turning out skilled artists in this important pro- 
fession, there is much to look forward to during 
1924. 

Merchants who never before recognized the 
value of display, have had their windows washed, 
the cobwebs removed, and have accepted the dealer- 
helps furnished by national advertisers, in produc- 
ing attractive displays that have increased sales. 
Manufacturers of fixtures, decoratives and other 
window display material, and window service men 
all report an exceedingly bright outlook for the 
year just beginning. The remarkable strides ta- 
ken by the field of display during 1923 have in- 
spired them with confidence enough to come for- 
ward with many new creations for the forthcoming 
twelve months. 
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The holiday season of 1923 will go down in his- 
tory as producing the greatest window displays in 
the history of this field in America. With mer- 
chants sensing the need of high-grade displaymen, 
and with the added requisite of giving them some- 
thing to work with, the displayman, himself, has a 
right to feel confidence over the New Year. If he 
does not misplace that confidence, and continues to 
adhere to constructive policies, willing to learn and 
advance with new ideas, then there is little that 
will cause the progress of the display profession to 
even hesitate during the forthcoming important era. 





The use of window display to 
Window Display sell ideas as well as merchan- 
Sells Ideas as dise, is becoming an important 
Well as Goods factor in the advance of the pro- 
fession. The average displayman, today, must be 
well versed in current events; he must know how 
to utilize a window to sell an idea, as well as the 
goods he places therein. 

One of the most striking examples of selling an 
idea through display is being used by the United 
States Forestry Service, and particularly in its Col- 
orado state branch. Here, windows in various sec- 
tions of the state are used to sell the idea of fores- 
try preservation and care, and experienced display 
and advertising men connected with this service 
have been installing some attractive and artistic 
displays that have caused widespread comment. 

Public utility corporations throughout the coun- 
try have been calling for displaymen, and the New 
York Telephone Company has not only engaged a 
high salaried artist for this work, but has worked 
out a good system of distribution. This corporation 
uses window displays merely to sell the idea of 
proper use of the telephone, the fact that telephone 
operators are wanted and the showing of the value 
of telephone directory advertising. Accordingly, 
displaymen of the future have a most important 
new field beckoning to them. 





Throughout the country the 
New Recognition past year, there was widespread 
Is Given Display evidence of recognition of the 
In Eastern City . te 

value of display by- civic organ- 
izations. Chambers of Commerce saw the remark- 
able strides taken in this profession and decided 
that one of the greatest bits of service they could 
perform for their patrons was to encourage greater 
displays. 

A splendid example of this recognition was 
shown in Pawtucket, Rhode Island, where the 
Chamber of Commerce hooked up its efforts with a 
large electrical corporation in putting on a holiday 
window display contest. The merchants fairly out- 
did themselves in competing for the prizes and dis- 


playmen who had previously thought little of their 
work, were awakened to a new realization. Since 
the contest, four stores in Pawtucket have em- 
ployed permanent displaymen, where before, some 
of the clerks trimmed the windows. The Lexing- 
ton, Kentucky, Chamber of Commerce held a sim- 
ilar contest and invited the window shoppers to 
vote on the best displays. This created added in- 
terest with the public. So window display contin- 
ues to come into its own. 





When twilight begins to fall on 
evenings that he requires a little 
exercise, President Coolidge 
may be found walking up F. 
street in Washington, passing from window to win- 
dow and admiring the artistic displays. News- 
papers throughout the country, just before Christ- 
mas carried first-page articles on the holiday win- 
dow shopping tour of the President and his son. The 
President is an ardent window shopper and it is 
said, often sends for articles he has seen in the dis- 
plays the evening before. 

If window displays are interesting to the Presi- 
dent of the United States, it proves that they are 
interesting to persons who have far more leisure 
time on their hands than the chief executive of a 
great nation. With the advance of display, comes 
the added interest of the public. 


President is an 
Ardent Display 
Window Shopper 





In keeping with its avowed 
policy of progress, The DISPLAY 
WORLD will endeavor, during 
the year 1924, to lead the display- 
man to achieve many of the things uppermost in 
his mind and heart. In doing that, a definite pro- 
gram has been mapped out for the entire year. 

It is necessary to encourage better displays in 
many lines of mercantile endeavor, that heretofore 
have been listless on the subject. The general 
awakening that is evident is shown by the constantly 
increasing inquiries from the butcher, the baker, 
the candle-stick maker, as well as the department 
and dry goods store. All lines cry for new displays 
—new suggestions—new ideas. It has been a diffi- 
cult task to balance such a program for the year 
in keeping with the seasons, but on the following 
page will be found The DISPLAY WORLD’S 
calendar for 1924. It is submitted for your appro- 
val, and coincident with the spirit of progress. 


Display World 
To Lead Rapid 
1924 Progress 





WILL SPEND MILLIONS ON NEW STRUCTURE 


The J. L. Hudson Co., Detroit, Mich. is planning 
a building program involving several millions of dollars 
for 1924 and 1925. Bids for construction of a new fifteen- 
story building to replace its present department store 
structure at Gratiot Avenue and Farmer Street are being 
asked for. This will be the first unit of the extensive build- 
ing program. 
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Telephone Window Displays Sell Ideas 


New York utility corporation uses-space to reach public 


and works out system of distribution 


In publicizing the work of a public utility corporation, 
it has been found that window display often proves a pre- 
dominating factor in the success of the campaign. The 
New York Telephone Company has been using the win- 
dows of its business offices for display purposes for a 
number of years, and is the pioneer of this work among 
telephone companies. 

The displays of the New York Telephone Company 
are designed to inform the public in regard to the proper 
use of the telephone, to draw attention to telephone direc- 
tories as advertising media, to create an interest in tele- 
phone operation as an occupation for young women, to 
stimulate the use of the long distance telephone and to 
generally build good will for the company. 

Window displays are changed each week by the New 
York Telephone Company, a truck being used to carry the 
displays from one office to another in New York City. 
Only the offices in the metropolitan area are given the 
large window displays. The offices located throughout the 
state of New York and the northern part of New Jersey 
are furnished with posters only at the present time, which 
are sent by mail. All offices are equipped with suitable 
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Display Appealing to Young Women to Become 
Operators 


frames for the display of the posters. It is anticipated that 
this window display service will be even increased during 
the new year, and, as the New York Telephone Company 
has set the pace, it is also expected that other telephone 
companies throughout the country will endeavor to use 
more window display during the next twelve months. The 
Indianapolis, Ind., and Chicago exchanges used some no- 
table displays during 1923, and plan even greater ones 
during 1924. 

The window di play service of the New York company 
is unique, and, guided by the publicity department’s expe- 
rience during the time the displays have been used, a 
method of distribution and several types of displays have 
been worked out that are interesting and instructive to the 
public. The telephone window display not only is an in- 
centive to increased use of the telephone and actually adds 
subscribers to the company’s list, but it is a medium of sell- 
ing an idea to the public as well. 
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Window Display Showing Proper Method of Using 
Telephone 


Public Votes For Best Display 


Unusual method adopted by Lexington Chamber 
of Commerce in recent window contest 


The Lexington Board of Commerce, Lexington, Ken- 
tucky, adopted a unique idea in window display contests 
for its recent Christmas Shoppers’ Carnival. Co-operating 
with the merchants, the organization created interest, with 
the public, in the displays by a counter contest. The idea 
is one that will doubtless find many followers, and can be 
adapted to any season of the year. In fact, many cities 
are now holding shoppers’ carnivals in the off-seasons to 
stimulate buying. 

The Christmas shopper who traded in Lexington was 
given a ticket with each dollar purchase. This ticket en- 
titled him to participate in.a contest for two automobiles— 
a Buick sedan and a Ford sedan, which were given away 
Christmas eve. Shoppers spent hours passing from win- 
dow to window to determine the best displays. The tickets 
were piled so high finally that the judges of the contest 
have been working a few hours each day in an effort to 
determine the winner, but up to the first of the year had 
not completed their task. 

All previous sales records for any time of the year 
were broken by Lexington merchants. The public éx- 
pressed an interest in window displays never before shown. 
The displaymen of the city gave their best effort to pro- 
ducing displays that would find favor with the public, and 
the result will doubtless show a close contest on the prize- 
winning windows. The display receiving the most votes 
receives the principal award, and the one receiving the next 
largest number of votes the second prize, and so on. 

This is a striking example of finding out what the 
public thinks of window displays, and the data compiled 
by the Lexington Board of Commerce will make interest- 
ing material for the research writers of the future on 
display. 








JOINS SERVICE FORCE OF WESTERN FIRM 

Sam P. McConnell, Jr., formerly of Harman-McConnell 
and Associates, creative advertising artists, on January 1 
became affiliated with the Besack-Sands Advertising Com- 
pany, of Kansas City, Mo., in charge of their art service 
department. 
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Larger Space 
- required to 


serve you 
better 


It is indeed gratifying to us that it 
has been necessary to secure larger 
quarters because of the ever-increas- 
ing demand for the famous 


BRUNO-HERZBERG 
Wax Figures 


We are now located at 


155 N. UNION AVENUE 
N. E. Cor. Union and Randolph Streets 


Conveniently situated to the loop 
district of Chicago—within five min- 
utes’ walk from the Northwestern R. 
R. station and seven minutes’ walk 
from the Union depot. Ten minutes 
from the loop. 


Our enlarged show room will enable 
us to display forty different wax figures 
complete, showing different arm poses. 


This is the largest display of wax 
figures in the United States. 


The discriminating buyer will find 
in this selection the exact model he 
requires. 


Also on display will be found a com- 
plete line of papier mache forms, dis- 
play fixtures and window valances. 


Graham-Baer Corporation 


155 Union Ave., Chicago 
PHONE MONROE 5047 
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Its Old, Old Story Over Again 


The codfish lays a million eggs, 
While the helpful hen lays one, 
But the codfish does not cackle 
To tell what he has done. 
And so we scorn the codfish coy, 
But the helpful hen we prize, 
Which indicates to thoughtful minds, 
It pays to advertise. 
etl Hae 
Santa Claus Goes to Jail 


Santa Claus, who greeted thousands of children 
at Lorch’s Department store in Franklin, Pa., Christ- 
mas week, got the habit of taking instead of giving, 
and as a result landed in the Franklin jail, where 
he gave his name as O. H. May. He was charged 
with looting the store’s safe of $1,700, according to 
the police. The cash box of the safe was found at 
Youngstown, Ohio. 

* * * 
Wins His Own Store’s Prize 


It is evident that price marks are not the 
only thing that retailers can shoot at, judging 
by the experience of R. E. Kennington, of the 
R. E. Kennington Co., Jackson, Miss., who is 
an expert huntsman. Mr. Kennington was 
about to leave on his annual hunting trip for 
wild geese and wild ducks recently, when he 
was persuaded to enter a shooting contest. He 
won eight dollars worth of merchandise from 
his own store, which had been donated as first 
prize for the day’s shoot at the gun club. 

eee 


Old Indoor Sport is Revived 


Contests have come and contests have gone, but 
the one announced by J. Con Medley & Sons, who 
operate a general store at Cozahome, a little ham- 
let in the rural section, 12 miles from Saint Joe, 
Arkansas, captures the leather medal. It is a con- 
test for tobacco squirters, and the old-time stove 
and all accessories will be provided. In the an- 
nouncement of the “backer” squirting contest, the 
store says that “the person chewing and spurting the 
juice farthest will receive twenty big twists of Ken- 
tucky tobaccc.” So we revive the old indoor sport! 

* * *& 


Posture Starts a New Argument 


Dr. Herbert R. Stolz, state director of 
physical education at Sacramento, Cal., has 
started a new argument for displaymen and 
manufacturers of wax figures. Dr. Stolz de- 
clares “that the clothing and posture of store 
window models constitutes a positive menace 
to proper posture among high school girls. 
He has enlisted the aid of the American Pos- 
ture League of New York in a campaign to 
picture the female form as it appears in shop 
windows and fashion plates in harmony with 
physical structure. So it is evident that Dr. 
Stolz intends becoming a Re—former. 
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New Branch at San Francisco 


New York advertising man placed in charge of 
new wax figure salesroom 


A new branch office and sales room has been estab- 
lishel by J. R. Palmenberg’s Sons, Inc., on the Pacific coast, 
marking an epoch in the wax figure industry for the far- 
western section of the country. The new office was opened 
January 15 at 11. First Street, right off Market Street, in 
San Francisco, and is convenient to the wholesale and retail 
districts and the center of the commercial activities of the 
city. A large, well lighted show room and window display 
will offer a varied assortment of the newest wax figures, 
forms and dispay fixtures, and a stock of certain items will 
be carried. 

The new branch is in charge of William C. Candlish, 
whose connection with the Palmenberg firm for the past 





WiLuiaM C. CANDLISH 


fifteen years, both on the inside and on the road, has thor- 
oughly familiarized him with the needs of the trade. His 
energy, experience, wide acquaintance and popularity with 
mrchants throughout the United States make it safe to 
predict great success for his new undertaking. For the 
past two years Mr. Candlish has been directing the adver- 
tising policies of this concern, and has done much to popu- 
larize its products. ‘This advertising position has been 
assumed by Ralph R. Garrison, formerly production and 
assistant advertising director of the American Fashion 
Company. 

In 1852, when Joseph R. Palmenberg laid the foundation 
of the display fixture business in this country, his efforts 
were received with the usual ridicule so often accorded a 
man who has something new to offer. Strings and wooden 
poles were then used for what little display of merchandise 
that was considered necessary. The idea of buying special 
fixtures for this purpose was looked upon as absurd and 
unbusiness-like. Today this industry has grown to inter- 
national prominence, and few merchants feel that they can 
afford to be without some means of artistically and profit- 
ably displaying their wares. Palmenberg’s forms and fix- 
tures, for many years, played an extremely important part 
in the advertising and selling of nearly everything im- 
aginable. 


Throughout all these years of consistent growth, Joseph 
R. Palmenberg, or his three sons, Raymond P., William F. 
and Emil T. Palmenberg, have been closely identified with 
the business. The sons entered it at an early age, quickly 
mastering its principles, developing and expanding its scope 
to the wide extent it now embraces. The traditional stand- 
ard of quality and workmanship inaugurated by its founder 
has been constantly maintained as the policy of the house. 
The increased demands of the vdrious departments added 
to this now justly respected and necessary industry called 
for greater manufacturing facilities. To this effect a con- 
solidation was formed with the Norwich Nickel and Brass 
Co. and the Jacob Kindlimann Form Co., both old estab- 
lished and representative concerns. This took place in 
1918. 

In addition to the new San Francisco branch, J. R. 
Palmenberg’s Sons, Inc., have branch offices at three other 
important points in the country—204 W. Jackson Boule- 
vard, Chicago; 26 Kingston Street, Boston, and 122 W. 
Baltimore Street, Baltimore—in addition to the main office, 
show room and factories in New York City. 





“XMAS” ABBREVIATION CONTROVERSY 


Since using an editorial on the elimination of the abbre- 
viation “Xmas” for Christmas in The DISPLAY WORLD 
for December the editorial office has been besieged with 
inquiries and opinions. These will be published from 
month to month, as space permits but it is quite evident 
the subject has caused quite a controversy in some sec- 
tions. Meanwhile, many merchants’ organizations con- 
tinue to adopt elimination of the abbreviation. 

Many trade publications have been supporting the cam- 
paign of the merchant-associations, and Good Hardware 
has been exceptionally emphatic on the subject. The cam- 
paign of the Retail Merchants’ Association of Detroit 
spread to all parts of Michigan, and the Ohio Retail Mer- 
chants also conducted an active campaign, which will be 
continued through the year and in advance of the next 
Christmas season. 

One of the most emphatic stands in the opinions sent 
The DISPLAY WORLD was that taken by L. B. Burns, 
display manager for The Hub Clothing Co., of Savannah, 
Ga., who writes: “As I understand it, “X” is the proper 
abbreviation of the word “Christ.” It is, therefore, no 
doubt proper to use the abbreviation “Xmas,” and I expect 
to continue to do so.” This will no doubt stir the research 
artists to more activity on the subject. Send in your opin- 
ions and articles to the managing editor, DISPLAY 
WORLD, Cincinnati, Ohio. 





DISPLAY MANAGER ALSO STORE ARCHITECT 


L. A. McMullen, one of the Pacific coast’s most popular 
displaymen, who, for the past fifteen. years has been dis- 
play manager for the Eastern Outfitting Co., Portland, 
Ore., now also has the distinction of being the store’s 
architect. Mr. McMullen planned and rearranged the 
Portland store of the company; planned and arranged two 
stores at Astoria—one being destroyed in the big Astoria 


fire of last year—and is now making plans for two new 


stores at Seattle, as well as for three other branch stores 
of the company now in process of being completed. 

“This work, although exacting and requiring a tremen- 
dous amount of my time,” Mr. McMullen says, “I find 
much more fascinating than ordinary display work, as it 
enables the display manager to properly lay out his store 
before it is erected and thus avoid many costly errors 
in arrangement in the future.” 
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WHEN IN NEED OF 


Fixtures in Wood or Metal 
WRITE THE MANUFACTURER 


Northern Fixture Co., Inc. 


25 Main St., S. E. Minneapolis, Minn. 
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It Identifies You— 


and Indicates Your 
Display Importance 


Didn’t it ever occur to you that by receiving The 
DISPLAY WORLD regularly each month you at 
once identify yourself with the leaders of your pro- 
fession—that distinguished group of alert men of 
action who represent the progressive element of the 
display profession. 


The DISPLAY WORLD costs but $2.00 for a full 
year’s subscription, less than 18c per copy. A single 
idea taken from one issue will sometimes be worth 
more than the entire subscription price. 


You can get on the subscription list NOW, if 
you use the order blank. 


SUBSCRIBE TODAY! 


—_—_—— ee eee eee cee oe oe eee 


The Display Publishing Co., 
Cincinnati, Ohio. 


Gentlemen: _ Enclosed find $2.00, for which enter my name 
on your subscription list for a full year’s subscription—twelve 
pmol Sag with the next issue. Address magazine as 
ollows: 




















Note.—Remittance by check requires 10c additional for ex- 
change. | 


Holiday Merchandise Fair Success 


Skepticism on time of year shattered by 
results of many demonstrations 


Proving that a merchandise fair can be a greater suc- 
cess during the holiday season than any other time, due to 
the interest of every person in some form of merchandise 
during that season, the Wurzburg Dry Goods Company, 
of Grand Rapids, Mich., recently staged a very successful 
event of this character 

The fair was the acme of display work for the store, 
as each department prepared special displays for the event. 
Leslie D. Slack, display manager, was kept busy not only 
on his window displays, but the entire interior. The affair 
was held on a Friday evening from 7:30 to 9:30 o’clock. 
The public was invited through full-page newspaper an- 
nouncements the day previous. 

The exterior of the building was decorated with heavy 
green oak roping and the canopy was draped jn three tiers 
of the same roping with bright red wreaths. At each end 
of the canopy stood two large Christmas trees with many 
colored lights. Beside each of these stood two pure white, 
frosted reindeers, life size, that were imported from Ger- 
many. These were flood lighted. The canopy was also 
edged with red and green globes that were lighted. 


The windows attracted much attention and were all 
specially decorated to reflect the holiday spirit, and the toy 
windows attracted exceptionally large crowds. The back- 
ground of the toy windows depicted a scene of the North 
Pole, and in the distance a frozen river, which was spanned 
by a fairy bridge of many steps, which led to a winding 
roadway up to a Santa Claus castle. 

Under a tree nine feet in height was a dancing Santa 
Claus in a bright red satin fur-trimmed suit, also a beau- 
tiful mechanical dancing doll. The whole background was 
done in relief plaster and colored to represent ice, and only 
two colored spot lights were used. The window repre- 
sented Santa Claus dancing for all the dolls and toys before 
leaving his home at the North Pole for his annual trip. 

Each floor was beautifully decorated. A twenty-piece 
orchestra played on the balcony all evening. In the men’s 
shop, first floor, the crowds were entertained by a comedian 
singer. In the hosiery deparament a hosiery model dis- 
played women’s hosiery, and in the ribbon department a 
model demonstrated the making of gift things designed of 
ribbons. In the art needle shop on the balcony the making 
of lamp shades was demonstrated. 


On the elevation in the men’s clothing department a 
quartette sang, and smoking jackets, bath robes and loung- 
ing robes were modeled on men. On a large platform in the 
boys’ department play suits were modeled on boys. The 
models all had mechanical toys to play with. In the silk 
department, on this floor, evening gown materials were 
draped on live models, and booklets on the care of linens 
were distributed from the linen department. 

Through ticker calculation, it was estimated that more 
than 25,000 persons attended this merchandise fair. Only 
the finest merchandise was shown, and no table cards were 
used throughout the store. No goods whatever were sold 
during the evening. Over the door, as the crowds left, a 
Christmas greeting sign gave the parting word. 

The fair, through the many demonstrations used, 
brought to the attention of the public many lines of mer- 
chandise that residents of Grand Rapids were not even 
aware the store carried. In this alone the event offers a 
suggestion to merchants and displaymen throughout the 
country worth pondering over. 
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Valances 


The Universally Accepted Treatment for Every 
Store Window 


This concern makes a specialty of designing and making Cur- 
tains to fit the exact requirements of your windows. Materials and 
designs of the better grade are at your command. Our Free sketch 
service is offered to any interested party. 










Write for group of questions upon which we base our sug- 




















gestions. | 

Unlike most window display equipment, Valances serve to |! | 

| enhance EVERY display. Made well, they last and cost very little | 
per year of service. [| 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find vour needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 
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C) DO YOU WISH A COPY OF THEIR CATALOG? 
(1) DO YOU PLAN TO REMODEL YOUR STORE SOON? [] DO YOU PLAN TO BUILD A STORE SOON? 
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0 Air Brushes C] Counters and Shelving ( Plaques (Window) 1 Signs—Electric 
C] Artificial Flowers [) Decorative Papers [J Plastic and Composi- [) Signs—Wood Letter 
C) Art Screens () Display Furniture tion Pieces C) Stencil Outfits P 
C] Art Studies (J Display Forms C) Plushes and Velours C1) Stock Posters 3 
C) Backgrounds C) Display Racks C] Price Cards and Tickets [) Store Designing P24 
() Background Coverings () Dividers—Show (J Price Ticket Holders (J Store Fronts 3 
CL] Books on Cardwriting Window C] Reflectors [] Time Switches % 
CJ Books on Display (1 Drawing Boards C) Screens (Background) .() Valances 3 
; C1 Books on Draping C] Fabrics and Trimmings [] Shoes—Window C1) Wall Board ‘ 
P CJ Booths and Floats C] Fixtures CJ] Show Card Schools L) Wax Forms and Figures 3 
7 (J Brushes and Pens (] Flags and Banners (1) Show Card Service _] Wickerware Specialties $ 
P C) Cabinets—Revolving (C1) Hammers—Window C) Show Card Supplies [) Window Drapes ; 
C) Card & Mat Board 1) Lamp Coloring 1) Show Cases 0) Window Lighting , 
: () Card Writers’ Materials (J Lighting and Equipment 1 Show Case Lighting [| Window Shades 2 
; CJ Cash Carriers (0 Pageants and Exhibits (J) Signs and Card Holders [] Window Trimming ; 
() Chairs and Seats C) Papier Mache C) Signs—Brass and Schools 
) Color Lighting : Specialties Bronze C1) Wood Carvings 
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Food Sales Causing Much Discussion 


Kansas merchant believes in giving store space to church 
and civi¢ societies for such events 


The question of whether or not it is good policy to 
give space in stores or display windows to sales conducted 
by ladies’ church or civic organizations has created con- 
siderable discussion amongst merchants and displaymen 
the past year. There is one firm that stands emphatically 
in favor of permitting these sales. That firm is the Rora- 
baugh Dry Goods Co., of Wichita, Kansas. 

The DISPLAY WORLD during the year received many 
inquiries from displaymen asking what other stores over 
the country were doing in respect to church or civic cake 
or notion sales. Many opinions were expressed. Some 
were of the belief that such sales detracted from the store 
sales~ Others believed that if one sale would be permitted 
it would be necessary to permit.many others. Knowing 
that the Rorabaugh Dry Goods Store had permitted many 
such events to be conducted, Mr. W. F. Cohran, general 
manager of the Wichita store, was asked for his opinion. 
It follows: 

“We have, for a great many years, pursued the policy 
of allowing the ladies of various church organizations, 
clubs, etc., to hold ‘Food Sales’ in our store, we choosing 
the location where the sale will be held. Of course, we 
try to locate them as centrally as possible, for if the sale 
is not a success the ladies more or less blame the Rora- 
baugh store for their failure. 

“Their stock in trade consists of cooked foods, cakes 


and articles that our employees will buy for lunches. As 
a rule, their stocks are pretty badly depleted when the 
lunch hours are over. In fact, we have not remembered of 
one of these ‘Food Sales’ having been a failure. We have 
never given any window display space for the purpose of 
stimulating ‘Food Sales’ other than having a quarter-size 
card announcing that such and such an organization is 
holding a sale in the store, giving the location as nearly 
as possible. 

“As to the benefits we derive,” there are none, other than 
the good will of those involved. The announcement is 
made at the meeting previous that ‘a cooked food sale will 
be held at the Rorabaugh_store on Saturday,’ giving the 
date. There are usually fifteen or twenty ladies interested 
in the sale, and they solicit their friends’ patronage on cakes 
and pies, and naturally mention the Rorabaugh store. 
Ladies entering into charitable work or raising money for 
the expense of their organization usually have a good social 
time, and this spirit of good fellowship in our store we 
deem quite an asset. 

“The fact of the matter is that we consider the space 
given over to ‘Food Sales’ well paid for by the favorable 
comment given us from those who are benefited thereby.” 

The DISPLAY WORLD invites comment of displaymen 
and store managers on this subject, especially those who 
have had experiences along this line. 
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Sales Value in Restaurant Windows 


By creating genuine atmosphere 
in his window displays, Harold 
Stiles, proprietor of the Stiles Lunch 
Room, Kansas City, Mo., ‘not only 
sells the food he sets out to sell, but 
he finds that it attracts many new 
customers. Restaurant men, until 
recently, gave little attention to win- 
dow display. Now they are awak- 
ening to the sales value and putting 
in displays that not only attract the 
eye, but tickle the palate and cause 
a hungry feeling in the region of 
the stomach. 

The accompanying illustration 
shows a window recently installed 
by Stiles that had enough genuine 
atmosphere to increase his sales of 
pumpkin pies seven times over. It 
not only increased sales, but estab- 
lished his lunch room as headquar- 
ters for pumpkin pies in Kansas 
City. So even restaurant windows 
pay. 

For months, Stiles was not satis- 
fied with his business. Then he noticed his window dis- 
plays. There was only a small quantity of fruit or some- 
thing appealing to the taste, but. little atmosphere to cause 
the passerby to stop. Stiles began installing unique dis- 
plays and the pedestrians not only stopped, but they came 
inside. Now they are regular customers, for the proprietor 


. WE SERVE THE 
BEST OF EVER 








backs up his displays with good food and excellent service. 
When certain foods or fruits are in season, Stiles fea- 
tures them with appropriate displays, just as he did the 
pumpkin pies around holiday time. No one could pass 
the window without acquiring the desire to eat a piece of 
pumpkin pie. The sales increased seven times over! 
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Acquire Draping Technique 


from Koerber’s Master Textbook 


Ci, Tha ART ey i 


DRAPING 


I. a 
MERCANTILE DISPLAY 


bs 


Jerome A. koerber 
sag 





The Book That Filled A Long Felt Need 
—WHAT OTHERS SAY ABOUT IT 


I want to compliment the author and your company for producing such a valuable work 
as is Koerber’s THE ART OF DRAPING. 


The book is especially helpful and to be highly recommended to displaymen, a profession 
to which “many are called but few are chosen.” 


The interesting subject matter of the book is so logically arranged and so comprehen- 
sively presented that one immediately recognizes it as the work of a man with knowledge 
gained by many valuable years of practical experience, rather than that of a swivel-chair 
theorist. Even those that are well versed in the art or draping, will be greatly benefited by 
the practical suggestions and illustrations offered by Mr. Koerber. 


ALEX SCHLESINGER, M. Schlesinger, Inc. 





When I returned from Europe one of my assistants laid on my desk a copy of Koerber’s 
THE ART OF DRAPING after having it home reading it, and incidentally he was the third 
to have had it. I then remembered that I wanted to tell you that I consider this book en- 
tirely worth while and recommend it very highly to those who would aspire to bigger 


things in the display world. 


CARL GOETMANN, Joseph Horne Co. 





SPECIAL OFFER 


A copy of this new book, THE 
ART OF DRAPING, together 
with a year's subscription to The 
DISPLAY WORLD at a cash 
saving of $1.00—both for $4.00. 
If you are already a subscriber 
subscription will be extended. 








Price $3.00 Postpaid 
THE DISPLAY PUBLISHING CO., 


CINCINNATI, OHIO 


Tear Off and Mail Today 


THE DISPLAY PUBLISHING CO,., Cincinnati, Ohio. 


Gentlemen: Enclosed find money order for $3.00 for one copy 
~ — ART OF DRAPING. Ship postpaid to following 
address: 
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THE DISPLAY WORLD 


How to Prepare Cards for the Sale 


Displaymen and card writers have splendid opportunity to increase 






store’s business through these annual events 


By A. A. HANSEN 


EIHIS being the sale time of the year, and as I 
think of the many things to be done, I recall 
an incident that happened a few years ago, 
about this time, and it always plays an important part 
in my work. Here’s the story: 

I was in quite the same mood as most displaymen 
are in when installing sale windows—unsettled, and 
confused, with a wish that all sale windows were dis- 
continued forever. I wished that the boss would have 
only fine window displays and spend some money for 
artistic things to work with, like most displaymen have 
in mind. I didn’t hesitate to express my feelings to a 
friend, when his answer came back, “Why get all fussed 
up at sale time, and why not take just as much interest 
in your windows at sale time as during the regular 
season?” At that time I didn’t pay much attention to 
the remark, but somehow, at the beginning of each sale 
season, it was recalled. 

Sale season is one time to sit up and take notice. 
During the regular seasons, when stocks are new and 
complete, the displayman has everything in his favor 
to dispose of them. The public will buy at that time 
to appear well dressed, or because it is a necessity ; but 
during sale time the public buys for value and takes 
advantage of buying because it is a bargain, even if the 
purchase is not needed. Stock on hand at the end of 





Display Manager, F. G. Clayton Company, Detroit, Mich. 





the season is the profit end for your firm. It is the 
displayman’s duty to put extra effort into his work to 
help unload. This makes room for new stock and puts 
profit in the cash register. That is what counts. There 
are various other reasons—too many to describe at this 
time, so let’s get down to brass tacks and put a little 
thought on an imaginary sale that you and I are about 
to put over, starting in ten days. 

First, we must have a suitable title, such as Clear- 
ance Sale, Season End, Stock Reducing, or Anniversary 
Sale, etc. After selecting the title, let’s pick the color 
for the mat board. Here is where a big mistake is 
frequently made. Too gaudy colors are all wong. Pick 
soft tones, such as tan, grey, pale green, white, etc. 
Use black and red or contrasting colors in darker shades 
of show card inks to give the desired sale effect. Now 
that we have the card ink and title in mind, we must 
have a layout we can use in the window, both the in- 
terior and price card. It is useless to try and describe 
a design, but I will urge using caution to make your 
layout in complete simplicity. Use plenty of white 
space and neat, clean, open type, which is both artistic 
and legible, either close-up or when viewed from a dis- 
tance. 

For price tickets you can use the same design, but 
reduced in size, or typed title to link up with the large 





One of Mr. Hansen’s Artistic Sale Displays, Featuring His Famous Cards 
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Attention, Mr. Card Writer 


ERE all set and ready to go for 1924—how about 
you? The “Perfect Stroke” line is bigger, 
broader and better than ever; we've spruced it 

up nicely—it’s a winner for you and no mistake. 





Superior cards, superior signs, superior display material of all 
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GET OUR 
CATALOG NO. 10 
RIGHT NOW! 


and order up for the new 
year’s requirements. Also, 
ask for copy of our spirited 
big January circular, offering 
you sensationally low prices 
on our standard Brushes and 
Supplies. 


Let’s hear N-O-W! 











To Make Your Sun Rie Cards 


Use Coit’s Ball Bearing Lettering Pens 
for all Styles of Lettering 
Use in Place of a Brush—Get Better Results 


10 FEATURES OF COITS PENS 


Designed especially for quick work 
Ball-bearing pens are dipped—not ‘filled, like other 


c Made of sheet brass—cannot rust or corrode. 

. Soldered solid with holder—preserves neatness. 

.. Equipped -with corrugated retainer which holds 

enough ink for complete line or letter. 

. Scientifically constructed and fixed permanently to 

correct lettering angle. 

. Furnished in four sizes for universal use. 

‘ pe ee round ball-bearing insures constant even flow 

of ink 

. Writes a clear- cut, sharp line or letter, with no 
smudging or taggedness. 

10. Saves your time, ink and money. 


COMPLETE SET, four pens, ME aE, ie, eee $1.50 
Single Pens or Special, 7s”, 40c ea.; 4%”, 3%”, 1”, 50c ea. 


At your local stationers or saslet material dealers. Mail orders filled 
if not carried by them. 


THE BRIDGEPORT PEN COMPANY 
BRIDGEPORT, CONN., U. S. A. 
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kinds, when you use 


BERT L. DAILY 


126-130 E. Third Street 


* 
e 
— 
Perfect Steake” 
TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


from beginning to end; every item— 
one’s as good as another, and that’s 
going some. 


Dayton, O. 

















HUBLOCR 


DULL FINISH 


A SHO CARD BOA 


23 DISTINCTIVE: MACNIFICENTCOLO 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : oe FOR YOURS? 

















HURLOCK BROS.COMPANY ne. 
3436-38 MARKET STREET 
PHILADELPHIA 




















THE DISPLAY WORLD 











*—demand CresceNT ) BRAND 


The 
CARD 
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There is a well- 
defined impression 
among both Artists 
and users, that each 
grade of Cardboard 
made by the Chica- 
go Mat Board Com- 
pany is as good in 
every way, and a 
little better in some 
ways, than others of 
its class—so that if 
you buy a Crescent 
Brand Product, you 
are pretty sure to get 
a little more value 
than you pay for. 





Crescent Brand is 
a long time favorite 
among Cardboard of 
moderate price— 
Good Strength and 
“Snap,” together 
with our Prompt 
Service and Prices, 
all combine to make 
Crescent Brand a 
good Board to use. 


CHICAGO Yat Board COMPANY 


664-670 West Wash 


gton Boulevard 


CHICAGQ. 2 ALLS 
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Speedball Broad-stroke 


drawing and lettering pens 


are all equipped with flexible 


double-treservoir (brass) ink 
retainers --- constructed to 
load with a dip and automatically 
regulate the flow of ink or 
color at any speed 
Speedball pens work perfectly 
in white or thin opaque color 
They are desiqned and built 
from the croftsmens stand- 
point and enable you to 
more work in less 
time and doit better 
with less effort than / 


with any 


brush orhand /AS4C%, 
lettering device Zag / 


Theres no 

substitute 
for the , 
Speedball 


AURWIARY RESERVOIR 
ty 

‘THE FLOW, PREVENTS Bors 

‘Spmpags tex Every Ovre NP 








One Box containing 5 pens (assorted) any style - ‘A-B’ ¢ 
One Box Containing 12 pens (one size) arly style - A-B or C -S IP 
One Box containing 36pens (one size) any style - A-B or C- § 3? 
One Gross of peris (assorted Sizes) a: 

Speedball Loose Leaf System of 
Beginners Text Book £5¢ --="M 
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essional Lettering -% 127 
Pen Lettering = 


A-BorC- 127 
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G2 HUNT PEN COMPANY 
Manufacturers Camden, N.J.uU-S-A: Distributors 
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cards. The size of the cards and price tickets is impor- 
tant. Do not make too large a card. Suitable signs are 
about 14x22, 20x20, and 10x24. It is not how large 
your card is, but how neatly you execute your work. 
Price tickets should match your large cards. If not 
exactly matched in design, they should at least be the 
same color, sizes 214x4 or 2x314. Keep your sale title 
well to the top of the price card, so as not to interfere 
with the prices you put on them. A small line border, 
or bleeding, trimmed on the edge, and they are com- 
plete. 


The window—don’t forget it is the clean, neatly 
trimmed, bright window that stops the public. Get to 
work in the window with this thought in mind. Don’t 
create confusion by placing too much merchandise in 
the window. This is an old idea and the public sees the 
displays of crowded windows all the year around in 
stores of the class that cater to the trade that must see 
a thousand shirts in a window to know they are looking 


No 1 Speea Ball 
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No 2 Speed Ball 
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Style CG Pens 
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JANUARY SALE ~ 
Now GOING ON ~ 


Some Pen Letter Suggestions 


at a shirt window. There is a ratio today of about 25 
to 1 of the public that admires a neat display and will 
stop and look, creating a desire to possess. This gives 
you a decided advantage over the store that crowds its 
windows. You don’t need a lot of fancy embellish- 
ments—just show the goods. See that your wares are 
clean and fresh, your fixtures polished, and try to match 
colors, also keeping one line of merchandise in a unit, 
instead of trying to crowd up your trims by adding too 
many small accessories. 

Now, last, but not least, when the sale starts be sure 
and have everything ready, and don’t “slip” by not 
having your plans in accord with the big “ad” your 
firm will place in newspapers the night before the sale 
starts. And remember that “sale” does not mean cram 
‘em in, but that every sale made at sale time is the store’s 
clean profit. You play an important part in putting this 
profit on the books, so let’s all pull together and put 
over a sale that speaks softly, yet in an earnest, refined 
way, and sells the goods. 

Are you with me, or are you a long way ahead of 
me? Let’s go—the sale’s on. 





THE DISPLAY 


Still Active at Age of 78 Years 


Maker of wax figures works daily in studio 
and relates interesting history 


For nearly half a century now the method of displaying 
and selling all kinds of wearing apparel has been enhanced 
by the use of wax figures, and in Chicago today, although 
having attained the age of seventy-eight years, there is a 
man who still is active in the work and enters his studio 
each day, not only to direct the work being done there, but 
even to model the features of some of the figures himself. 

This man is Gustav Schmidt, formerly of New York. 
During the years 1883 to 1886 Mr. Schmidt was engaged in 
museum work ir the Egyptian Hall in Philadelphia. Fire 
destroyed the place in 1886 and Mr. Schmidt went to Chi- 
cago with three associates to establish a similar museum. 
When he and his associates were about to open this show 
place, the Chicago bank in which they had placed their 
capital collapsed and left them practically without funds. 
That incident led Mr. Schmidt into the wax figure manu- 
facturing business. 

At that time there were only two stores in America 
using wax figures for display purposes—Lord & Taylor’s, 
of New York, and Sharpless Brothers, of Philadelphia. 
These two concerns had imported their figures from Vi- 
enna, said to be the only place in the world at that time 
where such figures were procurable. Mr. Schmidt, realizing 
the possibilities of the industry in America, modeled a 
woman’s figure in Chicago and tried to sell it to all the big 
stores, only to be met with deaf ears. He traveled east, 
and at Philadelphia sold the figure. He proceeded to New 
York and established himself in the old Jefferson Market 
Building at Sixth Avenue and Tenth Street. His success 
was immediate, and the sculpturing ability which he had 
acquired at the Academy of Berlin was soon proven valu- 
able. Wexler and Abrahams, of New York, weic the first 
to use American-made wax figures, according to Mr. 
Schmidt. In 1886, Weinstock, Lubin & Co., of Sacramento, 
Cal., celebrated their twenty-fifth anniversary with a special 
display of wax figures made by Mr. Schmidt, who was 
from then on kept very busy. At the Paris Exposition in 
1900 he was awarded the wax figure medal for manufac- 
turers, although he did not have a display there. After that 
year he gradually went into retirement at his home in 
Westmoreland County, Virginia. He was constantly be- 
sieged with appeals to do special work, so in 1920 he de- 
cided to again locate in Chicago, where he organized his 
present company, Gustav Schmidt & Sons, with studios at 
1201 East Fifty-fifth Street. His sons are also skilled 
artists, who have been tutored by their father. 

All the products of the firm are sold direct from the 
studio, where they are made up a; ordered. Mr. Schmidt 
claims the distinction of being the founder of the wax 
figure industry in America, and, despite his advanced age, 
is as active as a much younger man, there being no ques- 
tion about the sculpturing, moulding and manufacture of 
wax figures that he can not answer. His work of past years 
still stands, and P. D. Weinstein, a furrier, of Chicago, is 
using a figure toddy that Mr. Schmidt made more than 
thirty years ago. When recently questioned regarding 
foreign makes of wax figures, Mr. Schmidt merely shook 
his head and said: “Some people will only learn by experi- 
ence that a good American figure is the best to be had in 
the world.” 





PLAN NEW FIVE-STORY APPAREL STORE 


Max Neusteter, president of the Neusteter store, Den- ~ 


ver, Colo., has announced that a new five- -story steel and 
concrete store building will be erected this year. 
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It’s Yours for the 
Asking! 


Our new 1924 Handsomely Illustrated 
Catalog of Show Card Supplies; 88 


Pages on: 

Cardboard 

Brushes 

Sign Books 

Show Card Colors 

Paper 

Lettering Pens 
etc., etc. 


It’s for the Show Card Writer, Display 
Man and Sign Painter; 
It’s Yours for the asking! 


Just drop us a line on your business 
stationery, Uncle Sam and | will do 
the rest. 


N. GLANTZ 


289 BOWERY, NEW YORK CITY 
Show Card Supplies from A to Z 




















Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 










Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE., CHICAGO, ILL. 











Speciall ly Prepared f6 for Lettering 


general commercial art work 


“cast nomore than: other drawing inks” 


vrs Hunt Pen Co..Camden XJ 











Bronze Signs 
Economy — Quality 


— Service 








MANUFACTURERS 


ART IN BRONZE CO. Gievetann,'0- 
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Beveled Edge Cards Provide Quality 


Can be made striking to conform with displays and will 
not warp or curl in the sunlight 


By J. H. HILTON 


THE DISPLAY WORLD 
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Display Manager, O’Brien-Jobst Company, Peoria, IIl. aes q if 
Pd 
EVELED show cards, attractively arranged, have great green beveled edge card. The hand decoration is in green, 
appeal in the average display window. They create black and white. This is a well-balanced card, also a good 
4 distinctiveness and get away from the hurried, cheapened color combination for display window purposes. 
effect of thin cardboard, which will curl and warp when : 
the sun strikes it. I am, therefore, submitting in the lay- = — en ow oa ‘ 






out of cards accompanying this, some examples of my 
recent work, in the hope that it will encourage display- 
men and show card writers to use more beveled cards 
in window displays. 

The use of a cut-out from the current magazines will 
embellish the card and add to its distinctiveness. This 
is the time of year when distinctive cards are necessary. 
It is the time of year when the card writer is kept the 
busiest with sale suggestions. 
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The Muffler card is of maroon color, beveled edge, the 
lettering being done with a style C pen, using white water 
color. The scene is hand drawn in yellow, white and 


black. 

The card “Fine Quality Shirts” is lettered in white with : 
a sonecken pen. This is also a beveled edge card. The The “Hat” card is 11x14-inch beveled edge stock, in dark 
art work is in white, black and green with a No. 10 sable green, the lettering being in white and yellow. “Hats” 
brush, and the accomplishment is very effective. is lettered with No. 12 sable brush in yellow and air brushed 


The card “Fine Silk Cravats” is in white lettering on lightly with black, bringing out the round effect. 
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Some of Mr. Hilton’s Suggestions for Beveled Edge Sale Show Cards 
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Attractive Signs, Show Cards, Posters and Window Back- 
grounds, Like a a Magnet, Attract the Eye and Draw Trade 


USE Models “D” or “H”—Most Popular 
WRITE FOR CATALOG 
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The Kind that Pays— . 
“Done with a Paasche.” 


Make every sign, pos- 
ter, show card you turn 
out 


Forceful, Altrective 
Artistic 


PAASCHE FAMOUS 3-IN-1 AIR BRUSHES 
repay you through DURABILITY, SPEED, EFFICIENCY and by the help they give 
you in doing your work BETTER 


PAASCHE AIRBRUSHES WHENEVER, WHEREVER USED IN CONNECTION 
WITH ALL DISPLAY MATTER ARE ALWAYS IN THE FRONT ROW 


1902 inabacass Parkway Spade Ha Su k& CHICAGO, ILLINOIS 









RICH WITH 
OPPORTUNITIES 






Made in all sizes 
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SHOW CARDS 


WHEN, HOW and as OFTEN as You Want 


at a nominal cost. 


Any clerk can make better than hand-lettered cards, better, 
quicker, easier, with the “STENCILOR.” 


Be sure and see it at the Hardware Exhibition, Philadelphia Commercial 

Museum, Booth 269, Feb. 12th to 15th, and at New York Merchandise 

Fair, Booth 835, 165th Regiment Armory, Lexington Ave., 25th and 26th 

Sts., Feb. 11th to 15th. New York State Hardware Exposition, 7ist Regi- 

ment Armory, Booth 13, Park Ave. and th St., New York City, Feb. 
19th=-22nd. Admission tickets yours for the asking. 


Display Material Company 
Exact reproductions of “STENCILOR” made 191 Pearl St. Smipor SaLes’co. 774 Grand Ave. 


ke 1 ey : 
cards yours — dg mags we will ma New York, N. Y. 14 Cline _ St. Paul, Minn. 
























Goods Company, of Denver, Colo., is much pleased with 
the results of the “kicking baby” window recently used. 
This display was obtained from Hadlock and Bunnell, a 
Chicago house, and consisted of a mechanical baby in 
a crib. The baby moved in a very life-like manner, attempt- 


' FUTURE DISPLAYS BRING MANY INQUIRIES 


The article in the December issue of The DISPLAY 
WORLD, entitled “Making Displays Predict the Future,” 
brought so many inquiries to J. R. Patton, display manager 


of L. S. Ayers & Co., Indianapolis, Ind., that he has written 
some uniform instructions on building similar displays in 
which he says: “The construction added tremendously to 
their realistic appearance. In the back was a drop with 
very high buildings painted on it. Forward of this drop 
the buildings were cut of Upson board. There were two 
forward rows of these. The rows were separated about one 
foot and between were lights. This created a realistic im- 
pression and caused the passerby to stop in wonderment.” 





KICKING BABY WINDOW ATTRACTS CROWD 
Neil C. Hartley, display manager for the Joslin Dry 


ing at intervals to lift itself up, waving its hands and feet, 
and rolling its eyes. A crowd gathered about the window 
constantly, for the figure was so cleverly manipulated that 
there was little mechanical effect about it. The display 
was used for three weeks in connection with toys and baby 
goods. 





DISPLAY MANAGER GOES TO ARKANSAS 
J. W. Call, who has been display manager for the 
Stevens-Pullen Company, of Durant, Okla., has resigned 
his position to take up new work at Eldorado, Ark., locat- 
ing there just prior to the first of the New Year. 








ATTENTION DISPLAYMEN! 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Ill. 
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BRUSHES & SUPPLIES 























COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 5 











1 No. 12 Pure Sable Rigger ha $ .90 
1 No. 8 Pure Sable Rigger-_-_-- ee 50 
1 No. 6 Pure Sable Rigger — 
2 2-Ounce Water Color (Red & Black)------- 50 
1 Razkut Card Cutter- eat 25 





1 Show Card Instruction Book—FREE 

















TOTAL VALUE -$2.50 
PEN OUTFIT FOR $1.00 
1 Set Speedball Pens a $ .50 
1 2-Ounce Speedball Ink___-__- = PJ 
1 Speedball Instruction Book 15 
1 Double End Penholder ee 15 
1 Set (12) Round Writing Pens_-------------- .20 
TOTAL VALUE $1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur CF. dioerauf ©Co. 
525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 

















Learn under the instructions of the leading Show 
Card Writers of the country. Men who are daily en- 
gaged in the work. Practical men who are willing to 
teach the “tricks of the trade” in a practical, easy-to- 
learn manner, through the assistance of the latest inven- 
tion—the Motiograph, which in reality is motion pic- 
tures of the instructor’s hand in action. 


If you are serious and really want to learn Show 
Card Writing, get in touch with us. 
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ETTERING 


Standard Bldg~ Rogers Park\~ CHICAGO, ILL. 
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Holiday efforts eclipse all other showings—New 


windows in the Hamburger store 


By DAVE E. ANDERSON 


Special Correspondent, The DISPLAY WORLD 


ITHOUT snow and wintry winds to lend their aid, 

a decidedly holiday atmosphere prevailed throughout 

the city of Los Angeles, and great merchandise establish- 

ments were transformed into magnificently decorated store 
houses of gifts. 


A display of toys of all sizes and kinds arranged in 
the corner window of Bullock’s by L. A. Casonovitch at- 


tracted 


sible to obtain a glimpse of the window. 


such crowds at all times that it was almost impos- 
In the center 


of the display covering a space possibly of six by eight 
feet and nine feet over all, constructed of children’s building 
material was a miniature Plaza Hotel and Times Square 
building of New York, true to form with the Hudson 
River Tube, the New York Subway, the surface lines and 
the Sixth Avenue Elevated. Here were the subway and 
elevated trains running each direction, and the surface 
streets were busy with pedestrians and automobiles. 


Very 
takable 
Bluet’s. 


dignified and masculine, still portraying an unmis- 
holiday suggestion, were the windows of Mullen 
In each window were two large Gothic arches, 


which, with the use of spot lights produced a shadow box 


effect. 


These arches finished in veri-antique blended in 


beautifully with the backgrounds. The only other decor- 
ations used were now and then a spray of holly, a wreath 
of desert holly or wild cherry, or Gothic candle sticks. 


Hamburger’s Make Improvements 


Hamburger’s, of “Los Angeles, one of the most widely 
known department stores in the United States, has re- 
cently made some extensive improvements and alterations. 
One of the most effective of these improvements, from a 
standpoint of public service, as well as exterior appear- 
ance and added display facilities, was the rearrangement 


of entrances. 


8th and 


The old corner entrances at both Hill and 
Broadway and 8th have been replaced by excel- 


lent corner display windows, 22 feet high, 20 feet on each 


street, and 27 feet deep. 


New canopied entrances have 


been built giving the store two large entrances on each 
of the three streets. 

The interior of the store has been greatly improved 
and rearranged. Two new esculators on each floor and eight 
additional elevators have been installed. The old fixtures 
on the main floor have been replaced by solid mahogany 
ones and a new marble floor has been laid. The main 
aisle is a most imposing one, being 30 feet wide and 352 
feet from Broadway entrance to the Hill Street entrance. 

The new addition now under construction which will 
adjoin the present location on the Hill Street side, will 


be nine 


stories in height. With the completion of this 


new addition Hamberger’s will have 59 display windows, 


a total of 909 feet of window frontage. 


The two corner 


windows will be equipped with twenty-one 150-watt lamps, 


with Hollowfain Reflectors. 


These windows will have 


Travatine marble backgrounds with marble floors and 


velour side drapes. 


Eventually the entire window front 


will be carried out in this scheme. The display department 
under the direction of Carl Ahlroth will occupy com- 


modious 
building. 


new quarters on the mezzanine floor of the new 


Mr. Ahlroth’s Christmas toy windows attracted many 


shoppers. He used for the backgrounds of these four win- 












dows exquisite futuristic settings. The center of the set- 
tings were painted panels of satin with white pilasters on 
each side which were topped with miniature castles. At 
each side of the setting were pyramid trees of white mother 
of pearl and metalic foliage. The outstanding features of 
these displays were mechanical toys. 


Simplicity in Robinson Displays 


The keynote of Mr. Petit’s display windows for Robin- 
son’s was also dignified simplicity. The effective panels 
of silver leaf used in the Fall openings were in many in- 
stances stripped of the Fall foliage and wreaths of holly 
or wild cherry placed against them. Possibly one of the 
most effective of the ornamentations used to display the 
beautiful articles for gift suggestions, were Christmas trees 
of tinsel with tinsel pom pom’s at each end of the branches. 
These trees were made so as to represent a sky rocket that 
had bursted. These clever but unusual Christmas trees 
were often made most effective by decoration of varied 
ornaments, or colored spot lights. 


Unique Display of Fruit Cakes 


A very unique display of gift suggestions was Coulter’s 
“Fruit Cake” window. The inspirations of the display were 
fruit cake of all sizes cleverly and attractively packed 
which are made in “Fruit Cake,” Cal. A panel of black 
satin with red drapes at the sides, with shreaded tinsel fall- 
ing from the top formed the background. Against this 
hung a huge wreath of tinsel and mother of pearl tied 
with red satin ribbon. The feature of the display was a 
sphere of cake, possibly three feet in diameter, on which 
the continents were represented in colored icings to con- 
trast with the blue of the ocean. As the “earth” revolved 
on its axis one read the words on the globe, “The universal 
language, “Say it with Fruit Cake.” Another attractive 
feature was the masterpiece of culinary art, the one hun- 
dred pound snow white cake, which was presented to the 
boys and girls of San Francisco, by Cornelieus Vanderbilt, 
Jr., upon the opening of the San Francisco Daily News. 

During the entire month of December the window of 
the Ville De Paris presented a most attractive appearance. 
Displays of dainty gifts for milady, sporting goods and 
outfits for which the B. H. Dyas Company is so well 
known, as well as attractive novelty gifts were a delight to 
all. In each window was a modern art screen painted on 
parchment. Behind the screens were colored lights, lend- 
ing beautiful soft tints to the entire display. 


Seattle Streets Are Decorated 


In Seattle Washington, through the efforts of the 
Retail Merchants Bureau of the Chamber of Commerce, 
more than one hundred blocks of the retail section were 
elaborately decorated with cedar ropes and wreaths. The 
department stores executed elaborate interior and win- 
dow displays, and rearranged departments with consider- 
ation for the Christmas. shopper. 


More than three thousand yards of cedar roping was 
used to decorate the exterior of the Grote Rankin Co., 
store. Graduated festoons of cedar decorated with vari 
colored cones and finished at the ends with eight foot 
cedar tassels, heavy at the lower end where a large pom- 
pom is suspended were used on the first floor. The upper 
floors were developed in the same way, but with lighter 
garlands. The windows were prepared with red silk drapes 
and candles. A sunburst panel with scroll of tinsel formed 
a background for three tall candles in one window which 
displayed merchandise. Parchment lamps and snow cov- 
ered grass were in other windows. The toy window was 
resplendent with a mural decoration for a background. 
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Leap Year 


1924 offers you 366 days of 
opportunity to “‘leap’’ forward 
in your field of chosen en- 
deavor. 


It is our opportunity to ‘‘pro- 
pose’ Nat-Mat Cardboards for 
your 1924 displays. 


Send for your Nat-Mat 
2 Sample Book Today 


National Card, Mat & Board Co. 


Manufacturers 
4318-36 CARROLL AVE., CHICAGO, ILL. 

















Modern 
Show 
Card 

Supplies 


Live Specials—Standard Quality—Priced Low 
For JANUARY ONLY Reg. Jan. 


Price Price 
Popular Set of Red Sable Riggers, Sizes 4, 














GR, 20 05 Oi ee eS '$3.65 $3.25 
All- Metal ‘Adjustable Panitograph_....__-.. 3.00 2.75 
100 Sheets—8 Ply—White Cardboard, C2S_7.50 6.85 
1 4-Oz. Tube King Cole’s Black___________ 45 35 
1 Book—“Gilding on Glass, Wood and 

SPOT ae Te EC - 1.00 75 
1 Book—“Strong’s Book of Designs”_____ 4.00 3.35 
1 Book—“Strong’s Art of Show Card 

Writing” _._- PELE! - 4.00 3.35 
1 Kurve Kutter Stencil Knife__..-.______ 1.00 75 
ae CRN ce 10.00 8.50 
1 Pt. Carter’s, Bissell’s and Devoe’sS.C.C. .90 85 
1 Set A. B. or C. Speedball Pens_________ A0 32 
1 Window Trimmer’s Hammer______--____ 85 65 
1 Set Four Sizes Coit’s Ball Bearing Pens_ 1.25 1.00 
1 75-Yard Roll White Poster Paper, 36” 

id NE RA SE ST a Se I SI la 185 1.50 
1 Double-end Cork Grip Pen Holder__-__- 10 .08 
1 Razcut Ripper —- aS 25 18 





NEW 1924 CATALOG SENT ON REQUEST 


SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


24 Years of Service 
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A REAL Show Card 
Writer’s Outfit 


With Watson’s “Monogram” Show Card Writer’s 
Outfit you can’t help turning out rapid, high class 
artistic show cards. And your materials will always 
be in one place and kept clean and free from dirt. 


Look at the list of contents 
below and then at the price. 


Only $5.25 Postpaid 


Everything nicely and compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of price. 
Send for our new complete catalog of Show Card Writers’ 


supplies. 
WATSON’S SHOW CARD WRITERS’ OUTFIT 


Up-To-Date. Consisting of 
7—2-oz. bottles assorted show 
card colors. 


1—No. 4 Red Sable show 
card brush. 

1—No. 8 Red Sable show 
card brush. 

1—No. 10 Red Sable show 

a 5 brush. es 
4Z-in. one stroke ac. 
Sable brush. 

1—¥-in. one stroke Black 


brush. . 
1—Dozen Hunt’s round writ- 


ing pene. 
2—Refills for same. 
pring 1 shading 4 
1—Bottle black card writer’s 


in 

1—Book, “How to Write 
Signs and Show Cards.” 

All packed in hinged wood 
box. ailing weight, 5 Ibs. 


GEO. E. WATSON CGO. 
Dept. 10 62 W. Lake Street Chicago, Ill. 
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SHAWPRINTS 


Photographs of 





the living model 
are a most valu- 
able aid to the 
displaymen. 


True poses from 
life to give new 
ideas in posing 


your wax figures. 














All poses are actual photographs, posed 
by models of years experience from lead- 
ing artist and fashion studios in the nude 
and draped. 

Miniature series $1.00 prepaid 
Photographs are 5x7 and 7x10 


SHAW PUBLISHING CO., Inc. 
44 Boylston St., Dept C 
Boston 11, Mass. 

















These beautiful effective decorations were arranged by R. 
Pfiester, display manager. 

The Court of Fairies was the theme on which the Fred- 
erick Nelson store decorations were deveoped by Frank D. 
Maxwell. A large clock in the center of the main floor 
was draped in jewels and silver balls. Green wreaths and 
silver balls were used to develop an elaborate square or 
court about this center. The walls were stenciled in silver. 

Windows were arranged against faint gold backgrounds 
in plaque form. A single large holly wreath and two 
lighted eight-foot parchment candles were the only decor- 
atives used in each of the windows where merchandise was 
displayed. 

The corner window held a life-sized elephant which 
made its first appearance in the window last season, and 
was used in the display of toys this year. The electrically 
operated elephant was silvered over and hitched to a gor- 
geous silver chariot driven by an animated clown. The 
elephant proudly wore an elaborate blanket of fringed, 
brocaded, metalic cloth, and;the harness was of silver. The 
chariot was filled with toys and the rest of the window 
was a cleverly arranged display of Santa’s handiwork. 

The Bon Marche’s exterior was flanked with large 
Christmas trees which is the annual custom. The trees 
were elaborately decorated with indestructible colored or- 
naments, tinsel and golden stars. The interior of the store 
was also arranged by William Shernhouser, display 
manager. 

The Rhodes Co., Store, where C. A. Lawrence directs 
the displays, was adorned with ropes of cedar and from 
all the chandeliers on the first floor red and green streamers 
were suspended in rectangular form. 

Elaborate tinsel drapes were used in the center aisle 
of the Fraser-Paterson Co., store. A large hanging lamp 
had suspended from it long streamers of this material. The 
ledger and sides walls were arranged with green holly and 
cedar, and red candles. . 

Displays for Desmond’s Clothing Co., of Los Angeles, 
Cal. now are under the direction of Ralph G. Hamer, 
while Chas D. Selby is holding a similar position for C. H. 
Wolfelt Co., “The Bootery,” at 611 W. 7th Street. 

Through an error in the December issue of The 
DISPLAY WORLD, in the Pacific Coast News Letter, it 
was stated that Mr. C. C. Bargers, who has returned to 
the display profession at Fulop’s Clothing Store in Port- 
land, Ore., was formerly first assistant display manager for 
the Meier & Frank Clothing store at Portland. W. Worth 
Davis, first assistant display manager of the Meier & Frank 
store writes that he has held this position continuously for 
the past eleven years, and that Mr. Bargers’ connection 
with the store was subsequent to that time. 





MINNESOTA DISPLAYMAN GOES TO FARGO 


C. A. Wikstrom, formerly display manager of Bannon 
Brothers, St. Paul, Minn., and later with the McLaran de- 
partment store, of Park Rapids, Minn., his former home, 
has taken up a new position as assistant manager and dis- 
playman for the R. & G. Bootery, at Fargo, N. D. Mr. 
Wikstrom is known as a capable manager as well as dis- 
playman. 





NEW FIRM SPECIALIZES IN BACKGROUNDS 


Robert H. Allen, well-known art director, of Dayton, 
Ohio, has associated himself with J. B. Jaeger, under the 
firm name of the Modern Art Studios, at 103 E. Second 
Street, Dayton. The new studios will specialize in back- 
grounds and show cards, and report a splendid start in the 
new venture. 
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Announcing A Bronze Base Display Fixture 
Produced by the well-known house of 


DAVID SOBEL’S SON’S 
“The Leaf Renaissance Base’ 


(PATENTS APPLIED FOR) 


? 


Special Features of Great Interest: 


1. Cast of solid bronze in artistic leaf design. Statuary 
bronze finish, silver and black finish. Other finishes 
on request. 

Permanency—will stand unlimited use. 

Attractive appearance—beyond anything heretofore 
produced in the display fixture industry. 

Three sizes, 5, 8 and 11-inch bases. 

Can be used with costume and waist forms, tee, waist, 
dress and hat stands. 


Samples of these forms and Exclusive use in your City if 
bases sent upon request subject order is large enough. Special | 





ae Pe 























to your approval. discounts for quantities. 











DAVID SOBEL’S SONS alae taleaedi 


Base shown in use ‘ 
waist form. 


with costume form.  § 145 Grand Street _ New York City 
Form complete, $21 Established over 25 years. Form complete, $12.50 




















Lighting Equipment from the 
Display Stage Lighting Company 
and you have the latest and best 


OUR NEW CATALOGUE JUST OFF THE PRESS, REPLETE 
WITH ILLUSTRATIONS AND DESCRIPTIONS, IS A REAL 
GUIDE TO THE VERY LATEST IN LIGHTING EFFECTS. 


SHOW WINDOWS — EXPOSITIONS — THEATRICAL 


Write Us For Our New Catalogue. 














Bae S pee LIGHTING COMPANY 


334 WEST 44th STREET, NEW YORK, N. Y. 
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Contests Draw Forth Unusual Efforts 


Artistic window displays result from competition to win the 
thousands of dollars worth of prizes 


The Blackstone Valley Gas & Electric Co., recently co- 
operated with the Merchants’ Division of the Chamber of 
Commerce at Pawtucket, Rhode Island, in promoting a 
fall opening and window display contest that created no 
end of comment through the east, and has stimulated 
similar effort on the part of chambers of| commerce 


throughout the country. The results attained brought out 


many interesting phases of interest to all displaymen. 

Through its windows, the Blackstone Valley Gas & Elec- 
tric Company set the pace by winning the highest honors 
in 114 entries and also gaining first and third prizes in its 
own class. 

The lighting effects for all the window displays in the 
contest, obtained through the liberal loan of lamps, re- 
flectors, color screens and flood lights by the electric com- 
pany, were a revelation to all who witnessed the results. 
Practically every prize winner in the various classes utilized 
some of the equipment and advice offered. 

“This public utility company has spent considerable time 
and money on its show windows, and considers it a fine 
investment, as display is the merchant’s best salesman,” 
said R. A. Gordon, sales manager, following the contest. 
“The company uses the very latest of Ighting effects and 
believes it to be a very inexpensive form of advertising 
when used correctly. At all times the commercial lighting 


department stands ready to aid the merchant in creating 
‘atmosphere’ for his displays, in color as well as pure light.” 

The displaymen who arranged the Blackstone windows 
were Howard Tierney and Irving Wack. Lighting effects 
were installed by F. C. Eteson. First prize in the boots 
and shoes division of displays went to the Shortenberg & 
Robinson store. The display was installed by Samuel 
Glazer, display manager. The same firm and displayman 
captured the first prize in the women’s wear division. First 
award in the furniture class went to the J. J. Beard Co.,, 
with W. C. Beard and Benjamin Rizzardini as the display- 
men. An unusual window display won first prize in the 
food products class. It was* given the Mohican Market, 
Thomas T. McCue, display manager, for a remarkable 
showing of fresh vegetables. 


Remington Arms Co., Contest 


More than 2,000 windows were entered in the Reming- 
ton Arms Co., contest for the 500 prizes offered. The first 
prize of $500, worth going after, was won by The Kimball- 
Upson Co., of Sacramento, Calif., F. H. Webster, display 
manager. Other prizes awarded were: Second, $250, Twin 
City Hardware & Heating Co., St. Paul, Minn; third, $100, 
Baird-Swannell, Inc., Kankakee, Ill; fourth, $50, Western 


(Continued on page 72) 





Prize Winning Display, Blackstone Valley Gas & Electric Co., Pawtucket, R. I. 











New York Sales Displays 


(Continued from page 15) 


Gimbel Brothers’ Southland 


Andrew Hopkins, at Gimbel Brothers, had a very beau- 
tiful and interesting display in conjunction with the open- 
ing of the millinery section for Southland wear. The 
French salon of the department was converted into a 
winter resort. The floor was covered with a canvas, 
painted green to represent grass. The back of the display 
cases were all covered with landscape paintings showing 
southern scenery. The tops of the cases were all fixed with 
striped. awnings. Orange trees stood here and there on 
the floor. Orange-colored round electric lights repre- 
sented oranges. Models promenaded the floor dressed in 
light clothes and hats. Amber-colored spot lights gave 
sunlight appearance. The entire color scheme was green 
with blue trimmings. 


Personals 


A. W. Malet, for the past fourteen years connected with 
the display department of R. H. Macy & Co., Inc., and for 
the past few years as display manager, has announced his 
resignation, which took effect January 1. Mr. Malet is 
succeeded at the store by I. C. Eldridge, a former interior 
decorator. 

Before joining R. H. Macy & Co., Inc., Mr. Malet was 
with Bloomingdale Brothers. His work has been published 
in magazines throughout the country and has drawn con- 
siderable attention. He will do free lance work after a few 
weeks’ vacation, and then will take up a definite position 
with another house, to be announced later. 

William J. T. McKeon has been made first assistant to 
Louis Weisgerber, display manager of Lord & Taylor to 
succeed William Nettum, who resigned some time ago to 
go into the theatrical business. 

William Fitzgerald, of the Young Dry Goods Co., New 
Brunswick, N. J., was a visitor to the city during the holi- 
day week. He visited many of the local men. 





ONLI-WA FIXTURE CONVENTION 


The first annual convention of the salesmen of The 
Onli-wa Fixture Co., was held at. the Gibbons Hotel, Day- 
ton, Ohio, on December 28, and was attended by repre- 
sentatives from Pennsylvania, New York, Michigan, Ken- 
tucky, West Virginia, Indiana and Illinois. Salesmen from 
the distant territories will convene in the Gem City later. 

Addresses were made by President J. H. DeWeese; 
by M. W. Rutledge, factory manager; by J. W. Hiker, Jr., 
B. L. Hull, J. E. Vermilion and F. C. Foote of the sales 
staff, and by Messrs. Kastner, Zorn and Rodgers, of the 
factory organization. New styles of fixtures for 1924 were 
discussed. President DeWeese explained that the com- 
pany is adding four new designs, at the same time dis- 
continuing several numbers which have been in the line 
several years. . 


After a trip through the Onli-wa plant, a visit was 
made through the factories of The National Cash Register 
Co. Later a banquet was served, at the conclusion of which 
the salesmen left for their territories. 


“We are issuing a new catalog shortly,” said Mr. 
DeWeese in an interview, “in which will be listed the new 
designs together with all present designs which we are 
continuing. I am glad to report an increase in sales of 
40 per cent over 1922, and the salesmen are out with the 
determination to boost 1924 in similar degree over the year 
which has just closed.” : 
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L.A.FELDMAN 


Fixture Co., Inc. 
32 West 32nd St., New York 


Everything in Display Fixtures 





Our 
New Model 
Forms 


with hand wrought 
iron standards 
and bases produce 
the utmost in 


effect for displaying 





| ready-to-wear 
garments. 
<> 
No. 271 W. I. 
All Types of Display Fixtures 


Made of Wrought Iron 
CX: : 9 


Antique 
Gold or 
| Silver 

Finishes 














<9? 


Drapery 
Stand 
No. 1010 
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(Continued from page 70) 

Arms and Sporting Goods. Co., Salt Lake City, Utah; fifth 
to eighth prizes, $25 each, Callum & Boren Co., Dallas, 
Texas; Emery Hardware Co., Bradford, Pa.; G. Wortham, 
Jr., display manager; Anderson Hardware Co., Johnson 
City, Tenn.; E. G. Henson and L. B. Stumpf, displaymen; 
Warner Hardware Co., Minneapolis, Minn., Herbert W. 
Farr, display manager. 


Small Town Captures Valspar Prize 


Prizes amounting to $1,500 were awarded in the annual 
Valspar window display contest of Valentine & Company, 
manufacturers of varnishes and colors, New York City. 
The first award went to a small town, J. W. Murphy, of 
Dallas City, Ill., capturing first prize of $250 in a town of 
1,140 population. Other principal prizes were awarded: 
United Paint-Up Stores, Reading, Pa.; Cowings, Roberts 
& Co., Alexandria, Minn.; Llwellyn & Sons, Mexico, Mo.; 
C. Smit, Grand Rapids, Mich.; Buckingham & Pentland, 
St. James, Manitoba. 


Eversharp School Opening Contest 


Wahl & Company, Chicago, manufacturers of Eversharp 
pencils and Wahl pens, conducted a contest for window 
displays, distributing $1,000 in prizes just prior to the 
opening of school. Principal awards were made as fol- 
lows: First, $200, Simpson-Whiteman Co., Dallas, Texas; 
second, $100, S. Barker’s Sons Co., Cleveland, Ohio; third, 
$100, C. M. Hay, Coshocton, Ohio; fourth, $75, Meyer & 
Thalheimer, Baltimore, Md.; fifth, $50, Owl Drug Co., 
San Francisco, Calif. 


Another Benjamin Electric Contest 


Two thousand, five hundred dealers entered the Thanks- 
giving Two-way Plug prize window display contest con- 
ducted by The Benjamin Electric Manufacturing Co., of 
Chicago. This is nearly 1,000 more dealers than the total 
entering the Hallowe’en contest. The winners were an- 
nounced as follows: 


First prize, $100, Birmingham Railway & Light Co., Bir- 


mingham, Ala.; second prize, $75, Cleveland Electric Supply 
Co., Cleveland, Ohio; third prize, $50, White Electric Com- 
pany, Berkeley, Cal.; fourth prize, $25, Consumers Electric 
Light & Power Co., New Orleans, La. 

Ten prizes of $10 each: H. L. Tillson, Boone, Iowa; 
Stoehrer’s Electric Shop, Oxford, Cal.; The Electric Shop, 
Shelby, Mont.; Smith & West, Bangor, Me.; Union Electric 
Co., Pittsburgh, Pa.; Provincetown Light & Power Co., 
Provincetown, Mass.; Moseley Electric Co., Montgomery, 
Ala.; Baer Electric Co., Salina, Kans.; Wisconsin-Minne- 
sota Light & Power Co., Blair, Wis.; Congor’s Electric 
Shop, Woodland, Cal. 


Society Brand Clothes Contest 


Alfred Decker & Cohn, of Chicago, manufacturers of 
Society Brand Clothes awarded E. H. Leaker, display 
manager for Henry C. Lytton & Sons’ Hub Store in 
Chicago, first prize of $250 in their annual window dis- 
play contest. Second prize, $150 was given A Beehner, 
display manager, S. Burdick & Sons’ store, Syracuse, N. Y., 
and third prize of $100 went to R. J. Patterson, display 
manager for Weiss & Goldring, of Alexandria, La. 


Kieffer Wins Neckwear Display Competition 
Clement Kieffer, Jr., display manager of The Kleinhans 
Co., Buffalo, N. Y., won first prize in the $1,000 contest 
conducted by the Associated Men’s Neckwear Industries, 
Inc., 432 Fifth Ave., New York City, from October: 1 to 
November 3. Another Spring neckwear contest has been 
announced to run from April 1 to May 17. Other prizes 


awarded, in addition to Mr. Kieffer’s were as follows: 
Second, A. A. Hansen, F. G. Clayton Co., Detroit, Mich.; 
third prizes, Philip J. Bellanca, David Bros., Buffalo, N. Y.; 
E. P. Browder, Kobacker’s, Buffalo, N. Y.; Hugh L. 
Gordon, McVicker-Howard- Milhaubt Clothing Co., Wich- 
ita, Kans.; A. P. Gwynn, Greentree’s, Richmond, Va.; M. 
Wolfson, Baer Bros. & Prodie, Chicago, Ill.; fourth prizes, 
Carl W. Ahlroth, Hamburger’s, Los Angeles, Calif.; E. D. 
Edsell, Katz-Bryce, Columbus, Ohio; Wilmot M. Fisher, 
The Shepard Store, Boston, Mass.; E. S. Follett, Wilkie 
& Platt, Amsterdam, N. Y.; Chester A. Gibson, Ware Pratt 
Co., Worcester, Mass.; H. W. Gillingham, E. Epstein’s, 
Rocky Mount, N. C.; H. A. Grinden, Glass Block. Store, 
Duluth, Minn.; Harry A. Hurni, Hershfield Bros., Kala- 
mazoo, Mich.; E. H. Leaker, The Hub, Chicago, Ill.; E. G. 
Lovell, B. R. Baker Co., Cleveland, Ohio; O. C. Nichol, R. 
H. White Co., Boston, Mass.; Geo. Pray, Omaha, Neb.; 
A. C. Raining, Boyd-Richardson Co., St. Louis, Mo.; J. H. 
Richter, Ernst Kern Co., Detroit, Mich.; Leo Samaniego, 
Sol I. Berg, El Paso, Texas; C. M. Shrider, A. E. Starr 
Co., Zanesville, Ohio; Robert. W. Watson, W. & J. Wilson, 
Victoria, B. C.; Wallace F. Welter, Columbus Clothing Co., 
Superior, Wis.; W. F. Wehner, Saks & Co., New York City; 
Baker Thomas, Porter Clothing Co., New Orleans, La. 


_Dr. West’s Tooth Brush Has Big Contest 


As a part of a better merchandising campaign, in which 
$250,000 was expended in a single month, the Western 
Co., of Chicago, manufacturers of Weco products, among 
which is Dr. West’s Tooth Brush, conducted a successful. 
window display contest. Nearly 4,500 windows were en- 
tered. 

In order to secure absolute fairness to all, the stores 
were divided into three classes: Those whose volume of 
business was $30,000 and less per year were in Class A; 
$30,000 to $80,000 in Class B; $80,000 and over in Class C, 
this including the chain stores. In this way the small 
dealer did not have to compete with stores having profes- 
sional window displaymen, but competed with stores of his 
own class. Eight hundred dollars in cash prizes were 
awarded in each division as follows: First, $250; second, 
$100; third, $50; fourth, $25; five prizes of $10 each and five 
prizes of $5 each. 

The awards were made as follows: 

Class A: First prize, McGrew’s Owl Drug Store, 112 
East Main Street, Chanute, Kans.; second, Miss Emanual, 
123 West Wayne Street, Ft. Wayne, Ind.; third, W. B. 
James, Salisbury, Mo.; fourth, Smith Drug and Book Co., 
430 Main Street, Coshocton, Ohio. 

Class B: First prize, C. W. Dore, 107 South First Street, 
San Jose, Cal.; second, R. W. Williams & Son, Ltd., Re- 
gina, Sask., Canada; third, West Drug Store, Tarpon 
Springs, Fla.; fourth, Webster Drug Store, West Side 
Square, Canton, IIl. 

Class C: First prize, Owl Drug Store, Second and Main 
Streets, Salt Lake City, Utah; second, L. K. Liggetts, Grand 
Central Street, New York, N. Y.; third, Dow Drug Com- 
pany, Fountain Square and Walnut Street, Cincinnati, O., 
tied with Owl Drug Store, Spokane, Wash.; fourth, L. K. 
Liggetts, Fourteenth and Seventh Streets, New York, N. Y., 
tied with Sun Drug Company, Los Angeles, Cal. 





- The Full Fashioned Hosiery Guild, Inc., from its new 
offices at 334 Fourth Avenue, New York City, has just be- 
gun to function with a pretentious advertising campaign. 
Officials of the Guild have announced that they intend tak- 
ing up the subject of window ‘display in the near future, 
and have started the campaign by sending a very attractive 
display card to the retail field. The card has been well 
received. 
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Chicago Monthly Display Review 


January sales and styles for southern tourists feature the State 
Street windows with white goods predominant 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World. 


HERE are two outstanding features that dominate the 
character of the State Street displays at this time. 
They are the “January Sales” and the “Styles for Southern 
Tourists.” The “January Sales of White Goods” (and all 
colors for that matter) is evidenced in the windows of prac- 
tically every store. Notwithstanding a tremendous Christ- 
mas business amounting to approximately $90,000,000 in 
the loop, there is still much cold weather business to be 
done before retailers make up for what they did not get 
on account of the extremely mild weather during all of 
November and December. With the first zero weather of 
the season which came on January 2nd, with full stocks of 
winter wearables on hand, and with the further favorable 
impetus of the beginning of the reduction sale period, Jan- 
uary ought to prove a banner month of business to start 
the new year with. 
While less space on the whole, is devoted to the dis- 
play .of styles for Southern resorts, still those stores that 
make it a part of their business to cater to this trade are 


featuring such merchandise prominently, impressively, and 
in strikingly distinctive manner Particularly is that the 
case with Marshall Field & Co., Mandel Brothers, and Car- 
son Pirie Scott & Co. 


Marshall Field & Company Windows 


With the exception of the large corner window at State 
and Washington Streets, which is devoted to a display of 
damask table cloths and napkins, the entire State Street 
frontage, consisting of eleven windows are devoted to 
the exclusive display of women’s apparel for Southern 
wear. Each window has a card in it reading: “Style for 
1924 Southern Tourists!” 

The entire front has been specially decorated with deli- 
cately shaded Spring flowers and foliage which, with the 
beautiful new styles in light colors, bright colors, and 
novelty combination present a transformation widely dif- 
ferent from the fur-trimmed apparel and holiday things 
display were on display only a week ago. With the weather 
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The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 





GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 
Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 


MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 
all over the world. President—Martin Jenter 


SMITH-BOOTH WINDOW SERVICE 
124 W. 34th Street, New York 
VISUALIZED WINDOWS FOR NATIONAL AD- 
VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 
Backgrounds and trims designed and executed. 


THE NATIONAL DISPLAY CO. 
Manufacturers Exchange. Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase Advertising 




















THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens — Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 





HOLDEN DISPLAY CO. 
447 Stockton St., San Francisco, Cal. 
“Window Displays that Sell” 
Local Service—National Campaigns 
Manager, W. E. Bedbury 
DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 


A National Window Display Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 


Norbert Felix, Manager 
FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, II 
1000 Locations Available 
For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 
HERMAN J. WIBEL, Inc. 
170 5th Ave., New York City 


Dealer Helps of every description—Lithographed and 
Printed Cutouts and Cards. Photogelatine Prints and 
Photographs in quantities. 


Glass and Electric Signs. 
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about three below zero outside, and so cold that one can- 
not loiter even one minute to look at the things displayed, 
these windows certainly will make an appeal to those who 
can, to make the trip to Southern climes. 

The same backgrounds, proper, that served for the 
Autumn and the Christmas windows are used in these win- 
dows. But they have been transformed by the use of 
Spring foliage and flowers in sucha manner that the 
original backgrounds might have been designed for this 
special set of windows. Everything is in perfect taste and 
harmony as everything always is in Mr. Fraser’s win- 
dows. Six of the eleven windows on State Street have 
for their decorations a pair of ten or twelve-foot foliage 
trees set in an ornamental carved receptacle, octagon 
shaped, with carved supports and with ornamental handles. 
The foliage trees are artistically fashioned, showing ex- 
quisite detail of design, as well as color. The colors used 
are salmon pink, largely with gradations of light green and 
a few leaves of white touched with gold. Four other win- 
dows show a floral center piece in the background consist- 
ing of an oblong ornamental vase similar to the receptacles 
for the trees, out of which, and in the center of the piece 
are deep red leaves shaded out to lighter tones. In the 
rear, and showing above and to each side is a horse-shoe 
piece covered with lavender ieaves and gradually merged 
into silver leaves at the outer edge. The color effect is 
very unusual and attractive. The corner window at Ran- 
dolph and State is distinctively different in treatment from 
all the rest, but umistakably a part of the group. Five or 
six wax figures are dressed in knitted sport suits, with 
hose, shoes and hats in keeping. Four rose trees with 
green foliage and red and pink roses, are placed in large 
oval urns with elaborately carved tops enclosing the stem 
of each tree The scenic painting in the background com- 
pletes a most desirable effect. 


Mandel Brothers Windows 


Mandel Brothers devote three windows to their display 
of apparel for Southern wear—but the effectiveness of 
those three windows are equal to an entire front! They 
look for all the world like the sun parlor of a California 
or a Palm Beach hotel. The backgrounds are made of 
French paneling, representative of continuous sections of 
French doors. The woodwork is painted light tan and is 
backed with a flat covering of gray silk ideally representa- 
tive of stained glass. At regular intervals directly against 
the background are placed palm tree trunks about six 
to eight inches in diameter and extending from the floor 
to the top of the background. Palmetto leaves are care- 
fully worked in near the top in a natural way that makes 
the effect very realistic. The permanent floors of gray 
marble squares fit into the decorative scheme admirably. 
With a few pieces of well selected porch furniture of the 
same light tan shade as the background, the general setting 
can well be imagined. And into this setting Mr. Kagey 
has, with excellent taste, selected and placed a few figures 
and individual garments that are distinctively stylish and 
attractive. Other Mandel windows are devoted to special 
displays of merchandise featured in the January sales. 


Carson, Pirie Scott & Co., are using five of their 
most prominent windows on State Street for the display 
of Southern tourist apparei, and the windows are strik- 
ingly attractive with the well-arranged displays. The 
backgrounds are the same as heretofore—with the flat cov- 
ering of monks cloth. But instead of the oil paintings, 
which have been the center of the decorative scheme of 
each window, heretofore, a vase of lilacs or dogwood 
blossoms is used. These are tastily arranged and of suf- 
ficient quantity to add the proper springtime atmosphere 


and emphasis to the apparel which constitutes the major 
display objective. Well selected pieces of wicker furniture 
are used in connection with these windows. These five 
windows display Southern apparel as follows: (1) Silk 
lingerie; (2) Summer dresses and hats; (3) Summer coats, 
suits and hats; (4) evening gowns and wraps; (5) sports 
apparel. Carson’s men’s wear is displayed in three win- 
dows near the State Street entrance of this store and fea- 
ture attractive displays of special sale merchandise. The 
large window nearest the corner entrance on State and 
Madison is given over to the display of linens and bearing 
a half sheet card announcing the “White Sales.” 


The windows of Chas. A. Stevens are devoted entirely 
to Clearance Sale displays. Every display bears a card 
reading, “Annual Clearance -Sales,” and each item shown 
carries a price ticket. The island window features two 
main items at sale prices and they are fur coats and 
women’s dresses. The lobby windows inside the vestibule 
feature coats, lingerie, negligees, silks, blouses, woolen 
sweaters, silk hosiery and gloves at sale prices and with 
price tickets. 

The large corner window of the Boston Store shows 
a double display of silk lingerie with sale price tickets 
on each garment. The goods are shown on wax figures 
and draped about in neat units on the floor. Half sheet 
cards announce the “January White Goods Sale.” Other 
Boston Store windows feature linens, embroideries, sheet- 
ings and pillow tubings shown in bolts and trimmed 
stocky, while one large window is devoted to a sale of 
Barker collars at 9c each or $1 a dozen. 

The windows of The Fair are also given to the “January 
Saies,” and the trims are carried out in neat order. The 
corner window is trimmed with silk novelties in women’s 
lingerie—shown on forms and well arranged units on 
stands here and there to balance the whole trim. Other 
State Street windows of the Fair show attractive dis- 
plays of the following items: Imported hand-made Lin- 


. gerie; Sale of Women’s Hats at $3.95; January Sale of 


White Goods, Linens; Men’s Overcoats special at $25; and 
one window devoted to a demonstration of washing ma- 
chine dryer and mangler. Two “cullud pussons” are en- 
gaged in doing the family washing and ironing’ in the 
window. There were crowds around the window when it 
first opened, but it is problematical whether there will be 
any lookers if the 10 below zero weather continues. 


Bedell’s windows are entirely devoted to Clearance dis- 
plays of merchandise at specially low prices, with the ex- 
ception of two windows that were particularly attractive. 
One was of knitted novelty suits for outdoor sports wear, 
shown on wax figures and with appropriate hats, shoes and 
hose. Neat little units of shoes and hose nicely grouped 
here and there on the floor of the window made the whole 
thing quite attractive. The other was one of the circular 
inside lobby windows in which were displayed two evening 
gowns and a wrap. Both gowns were shown on figures. 


The Men’s Stores are all in the various stages of clear- 
ance sales that have become either a habit or an institution 
with them. The continuous warm weather which inter- 
fered with their normal business during the two months 
previous to Christmas found many of them with full stocks 
and plenty of reasons for not delaying their clearance sale 
plans longer than the first day of the year. The Hub put 
on an “Old Fashioned Clearance Sale,” with extensive 
newspaper advertising the day after Christmas. Their 
windows while adequately representative of this event 
through large sale cards and price tickets, are still very 
neatly and carefully trimmed. Each garment has a price 
ticket showing the reduced price in red and the former 
price in black. 
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P Or Spanner Sxchange 


Mien Wanted Positions Wanted Gor Sale Wanted t0 Buy 


e- 





HERE’S A REAL PICKUP 
Four Sets Very Fine 


$75.00 Per Set 
An Exceptional Value! 


Write at once to 


Grand Rapids, Mich. 


DECORATIVE SCREEN, TABLE & CHAIR 


WURZBURG DRY GOODS CO. 


Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 
Accessories, We teach you how by Mail. 
Our Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 
Enkeboli Art Institute, Omaha, Neb. 








Salesmen and Displaymen Wanted 
Attractive side line for salesmen or win- 
dow trinimers who know that window 
Valances add character and dignity to 
display windows. We design and make 
the most inexpensive made-to-order Val- 
ances obtainable. References required. 

AMDEN, 


160 N. Wells St., Chicago 














FOR SALE 
Show cards, 14x22, as listed: “St Your 
Chance to Save Money, ” “Big Redu saga 
in Odd Lines,” “Big Values in Men’ . Ho- 
siery. 50c each prepaid. Send P. O. or 
Express Money Order. 
FERGUSON SHOW CARD SERVICE, 


Springville, Pa. 526 S. Fourth St. 











FIXTURE SALESMEN—WINDOW 
TRIMMERS—DISPLAY MEN we Displays 


If you have a few hours per week to de- 
vote to our line and can sell Valance Cur=- 
write us for proposition. 


BRYAN’S, 


Will Buy or Exchange Mechanical 


Any condition, damaged or broken. Mov- 

‘ented and repaired. 

Parts, from a screw to complete mechan- 

ism, supplied for producing moving me- 

chanical and electrical effects in display. 
A. KNOTT, Motion Craftsman, 


Louisville, Ky. Ridley Park, Pa. 

















Foreman’s new store in the Temple building began 
its sale with three scales of reductions at once. Nine win- 
dows displayed new merchandise with a half sheet win- 
dow card reading “January Sale—Hart, Schaffner & Marx 
suits and overcoats reduced one-fourth, one-third and one- 
half.” Their business has been such as to tax their capacity 
with twenty-five salesmen selling nothing but suits and 
overcoats. 

Maurice L. Rothschild have been advertising $100 Hart, 
Schaffner & Marx overcoats at $69.50 and Hart, Schaffner 
& Marx-suits at $50. Their windows also show excellent 
displays of the merchandise advertised. 


One of the outstanding matters of interest to retailers 
in the loop of Chicago has been the purchase of the A. M. 
Rothschild department store at Jackson, State and Van 
Buren Streets by the Marshall Field & Co. store. The price 
for this deal was $9,000,000, and was consummated during 
the latter part of December. Mr. Davis, who has been 
at the head of the Marshall Field & Co., wholesale store 
in Chicago for several years will take charge of the new 
store with the title of vice president and general manager, 
and the new store will be known as the Davis Dry Goods 
Co. It will not be operated as a subsidiary of the present 
retail store of Marshall Field & Co., but will operate as a 
separate organization, under its own capital and organi- 
zation, it was stated by representatives of the Field store, 
in newspaper interviews. 





PLAN AN EARLY SPRING OPENING WEEK 


The week of March 18 has been selected as Spring Open- 
ing Week by the Retail Merchants’ Division of the Syra- 
cuse, N. Y., Chamber of Commerce. The event will be 
opened with a ball on March 17 for employees of the down- 
town stores. The retailers will offer rewards: for the best 
dancers, costumes, etc. A number of irinovations and fea- 
tures for the 1924 event to acquaint the public with the new 
styles are being planned.- 


CO-OPERATE WITH SCHOOL GIRLS’ LEAGUE 


The William F. Gable Company Department Store, co- 
operating with the Altoona School District, supervised a 
“proper dress” style show in the Altoona High School 
Auditorium. The Girls’ League of the high school arranged 
the display to show the proper dress for school, party, 
evening and business wear. 





FASHION DISPLAY AT EXPOSITION 


A fashion display of women’s styles will be one of the 
features of the Greater Louisville Exposition, to be held 
in the Jefferson County Armory, at Louisville, March 15 
to 23. Models wi’ be brought from New York and the 
Louisville merchants will supply the garments. 
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USED IN MAKING 

SIGNS, PENNANTS, 
SHOW CARDS 


ALL NUMBERS IN STOCK 


SAMPLES ON REQUEST. 


ROBERT L. LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 











THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence ‘solicited. 
19 EAST 15th STREET NEW YORK 














Neville’s School of Applied Arts 


Courses in 
Window Trimming and Show Card Writing. 
510-11-12 Dekum Bldg, Third and Washington Sts. _ 
PORTLAND, OREGON 
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Predictions for 1924 


(Continued from page 7) 


Future of Displayman is Just What He 
Makes It; 1924 His Year 


By LOTHAR F. DITTMAR 
Display Manager, The Union Company, Columbus, Ohio 


Many of the department stores, as well as the specialty 
shops over the United States have been trading up in the 
past ten years. The trade-up idea was brought about 
through the merchants’ efforts in educating the public to 
buy better grades of merchandise. It had its effect on the 
window display profession inasmuch as better merchandise 
needed better attention in being displayed in the show 
window. The constant demand for something new. has 
made it necessary for the displayman to use every effort 
possible in securing new ideas that they might coincide 
with the thoughts of the great merchants of the country. 

A buyer today in a store has to guide himself by quotas. 
Last year’s quota must be exceeded this year by so many 
thousands of dollars of increased business. The coming 
twelve months will be a criterion as to whether or not 
he is a good buyer. The displayman’s quota, which is more 
displays, and better displays, will likewise be effected. We 
are going to fight for more business in 1924. The buyer 
is going to fight for more windows, and better displays, 
and so on down the line until even the deliveryman plays 
an important role in the game of retail merchandising. 

The annual conventions are a wonderful help to dis- 
playmen. They create enthusiasm by planning and seeing 
just what the other fellow is doing. They gain many ideas 
from reading The DISPLAY WORLD that create better 
displays. Every: merchant of today watches our windows. 
He wants a selling window, but he also wants a picture 
window, and they must both be presented to the public 
at the proper time. In his viewpoint, certain styles of 
windows may not coincide with yours, and if you think 
he will realize it, prove it to him by showing results. The 
public is vitally interested in what you have in your show 
window. It has been educated to look into the window 
to see what is new in price, as well as style. The contact 
is now between the sales person and the customer. When- 
ever the customer comes in from the outside and asks for 
something observed in the window, rest assured you are 
making a success of your business. 

The future is ours. We hold the reins as long as we 
study and keep abreast of the times. Our minds must be 
active and alert. Make the position you hold a bigger 
position. Don’t wait and wish for it. There is room for all 
of us in this wide world. Hard work alone does not 
spell success. You must concentrate upon the effort and 
use your “think tank.” We are all salesmen and have 
our services to sell. Our efforts must bring results, other- 
wise we fail to hold our positions. Common sense ideas 
always sell and are easiest to produce. 

Good displaymen will always be in demand, because the 
last ten years of display advertising have made them in- 
dispensible. 1924 will be bigger, better and more profit- 
able to each displayman who will make it his business 
to profit more by serving better. Put you heart into your 
work and the three hundred and sixty-five days to come 
will make you a happy, prosperous man. 





Another installment of these interesting and helpful 
predictions of the foremost displaymen and artists of the 
country will be published in the February issue of The 
DISPLAY WORLD.—Editor. 


New Store’s Display 


(Continued from page 9) 


material is a light tan mercerised, heavily corded, sun- 
fast rep of the Orinoka make, the valances being box 
plaited and both valances and curtains edged with heavy 
buillion fringe. The curtains are operated with traverse 
cords on an improved sliding track that permits the cur- 
tains to hang perfectly even and not jam at the top 
hooks, as is frequently the case in curtains of this kind. 





W. Myron Eserty, 
Display Mgr., Coyle & Richardson, Charleston, W. Va. 


The store is open to daylight on three sides, but 
lighting equipment was not neglected because of this. 
Three 100-watt lamps are used in most of the units. 

W. Myron Eberly, display manager, is one of the 
youngest big-store displaymen in the country, becoming 
affiliated with the Coyle & Richardson firm when seven- 
teen years of age and completing a course at the Koes- 
ter School a year later. Approximately 200 feet of 
window frontage gives Mr. Eberly ample space to 
demonstrate his rapidly developing talent. His work 
room occupies a corner space about thirty feet square 
and is fitted up with a balcony for the storage of win- 
dow fixtures, allowing plenty of clear floor space for 
the making of large sets. He also has the rather un- 
usual luxury and convenience of having his own sleep- 
ing room built next to his work-room and fitted up ac- 
cording to his own specificatons. An example of Mr. 
Eberly’s work, shown in connection with this article, 
proves his ability as a high-class displayman. 
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New 1924 Creations by Manufacturers 


Many attractive and useful fixtures and decoratives brought forth 
to keep pace with the display field’s advance 


Recognizing the rapid strides made in the display field 
the past two years, manufacturers of fixtures; decoratives 
and other material aiding in window display and interiors, 
have come forward at the beginning of 1924 with some 
decidedly useful and attractive creations. Owing to lim- 
ited space, The DISPLAY WORLD cannot publish all 
the many new introductions in one number, and further 
articles along this line will appear in forthcoming issues. 

* * * 
Frankel Display Fixture Co.. New York City 

The Frankel Display Fixture Co., from its salesrooms 
at 1146 Broadway, New York City, has introduced a new 
petticoat rack that was designed and manufactured for one 
of America’s largest department stores, It has proven so 
satisfactory that it brough a re-order within one week 





“Patent Applied For” 


after delivery. The rack has fifty-two sliding hooks, from 
which the petticoats are suspended. 

The same firm has introduced a new silhouette shaped 
form, which was originated for the Avedon Store, Fifth 
Avenue, New York City. This is a very narrow, straight 
line effect, especially well adapted for the sixteen-year-old 
misses’ garments in vogue today. It is equipped with 
Frankel’s newest cast brass base and standard. 

* * * . 
Hugh Lyons & Company, Lansing, Mich. 

For the purpose of creating an effective bag stand dis- 
play, Hugh Lyons & Co., Lansing, Mich., have introduced 
a set of metal display fixtures, that if properly used, will 
produce a remarkable effect. The bag stands are good 
ones, for they have both capacity and nicety of arrange- 
ment, so that the merchandise shown looks well in the 
window. With such control, it is possible to secure the 
grouping of bags of similar character and color, and yet 
work the whole arrangement into a trim that is uniform. 
Bags are usually very difficult to display unless the fixtures 
are so constructed that they will create uniformity, and it 
is believed with this new introduction, something has been 
created that will fill the long felt desire of the displayman. 


A window of this character, nicely balanced in unit dis- 
play, secures good attention, to the articles shown and 





has proven quite successful. The service department of 
Hugh Lyons & Co., will provide an interesting sketch, 
showing use of these bag stands. 
* * * 
Adler, Jones & Co., Chicago, Ill. 
A novelty flower stand, a beautiful window decorative, 
with a height of six feet over all, has been introduced 
by Adler, Jones & Co., of Chicago. This has a wood 











base with a turned wood stand. The top is made of wall 
board, polychromed, a righ metallic green. The ornaments 
are of wicker, the foliage in green and the flowers, pink, 
red or tea. 
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Adler, Jones & Co., have also introduced a cocoanut 
palm tree that is a masterpiece, and an exact reproduction 
of the natural trees grown at Cocoanut Grove, Royal 
Poinciana Hotel, Palm Beach, Florida. The box is finished 
in red and white, the colors used at Cocoanut Grove. It 
is so arranged that the displayman can also carry out the 
novel decorative scheme used at Palm Beach, the red and 
white electric lights strung from tree to tree. The scheme 
could be carried out, either in windows or interior. 

ea ae 
The Onli-wa Fixture Co., Dayton, Ohio 


Three new tables, of the very latest design, are the first 
new productions to come to the attention of displaymen 
for 1924 from The Onli-wa Fixture Co., of Dayton, Ohio. 
This design is called the DAYTON. As observed in the 
accompanying illustration, these are a cross between the 
English and French Colonial designs. It was desired, how- 


~ aan . . » 


TAQ 


ever, to get them away from the period names and start 
something new. 

This form of table is made with fluting on the upright, 
and on the ball. The design will be especially adaptable 
to ladies’ wear and shoes, as it is of the lighter variety and 
of a graceful style, which lends itself to the proper dis- 
play of all merchandise. The new DAYTON promises 
to become extremely popular during the year. 

* * * 


Tork Company, New York City 


With the thought in mind that window shoppers gain 
more knowledge of a store’s merchandise and sales values 
at night than any other time, The Tork Company, of 8 
West 40th Street, New York City, has produced a clock 
that turns the electric lights on and off regularly, and 
can be adjusted that the merchant will receive the greatest 
value from his window display without worry as to the 
time the lights should be turned off. 





Tork clocks offer many advantages. They can be in- 
stalled in the place of any switch that anybody may for- 
get to turn. They can be set for the hours the merchant 
desires the lights to be turned on and off. It is necessary 
to wind them once a week, just like a clock. Lights can 
be turned on and off, by hand, at any time without re- 





setting the clock. The time mechanism is easily removable 
without disturbing the electrical connections. 
* * * 
Schwarz-Rees Co., New York City 


Movable displays are often required when least ex- 
pected by the displayman, and realizing the importance of 
this, The Schwarz-Rees Co., has introduced, from its sales 
rooms at 1350 Broadway, New York City, the Polar Cub 
Window Displayer. This displayer consists of a small elec- 





tric motor attached to a turntable which revolves at a slow 
speed. An exclusive feature of the outfit is that it is so 
arranged that the turntable may be tilted in any position 
from horizontal to vertical. By mounting several displays, 
one above the other, on the turntable, its general effec- 
tiveness can be multiplied. 

The displayer can be quickly attached to any electric 
light socket and consumes less electricity than an ordinary 
fan motor. Many of the larger department stores have 
procured this new introduction and report favorably on 
its use. 

* * * 
Metropolitan Art Glass Co., New York City 


One of the new introductions in the line of art glass, 
produced by The Metropolitan Art Glass Co., from its 
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factory and sales rooms at 125-129 Baxter Street, New 
York City, is a very useful oval shaped flora-lamp. It 
not only has utility as a decorative for window or sales 
room, but it would enhance the beauty of any home. It is 
made distinctive by the uniqueness of its alluring hand 
painted glass dove design. 

The oval is filled with artificial flowers, illuminated by 
the light from the inside. It is wrought in white metal 
and finished in silver and black. The lamp can also be 
secured in antique gold and mahogany. It is wired com- 
plete with one pull chain socket for the inside light and 
one pull switch to control the two outside candelabra. The 
height to the top of the bulbs is nineteen inches, width 


fourteen inches, depth nine inches. 
ae eae 


J. R. Palmenberg’s Sons, Inc. 


A dress form that will effectively 
display an ‘evening gown and- retain 
the correct position of the shoulder 
straps has been a longfelt need of the 
display manager. J. R. Palmenberg’s 
Sons, Inc., have worked out this prob- 
lem in a new introduction for 1924 
that promises to be very popular. 

A flesh-colored elastic strap, sim- 
ilar in appearance to the shoulder 
straps of the ordinary chemise or silk 
shirt, passed over each shoulder and 
is attached to the front and back of 
the new form introduced by Palmen- 
berg’s. The texture of the straps is 
silken elastic, presenting a surface to 
which the straps of the gowns can 
cling, and flexible enough to be shifted 
to any angle or: position needed to 
conform to the gown. If the straps 
are not needed, they can be removed 
entirely from the shoulders and al- 
lowed to hang down beneath the gar- 
ment on either side of the form. _ 

The Palmenberg line of display fix- 
tures and forms is now the most com- 
plete in its history, and includes prac- 
cally every requirement of the display 
man and merchant. 





* * * 


David Sobel’s Sons, New York City 

The Leaf Renaissance Base is a new innovation in dis- 
play fixture bases and is patented and copyrighted by 
David Sobel’s Sons, 145 Grand Street, New York City. 
It is cast of solid bronze in artistic leaf design, and can be 
had in any desired finish, especially being featured in the 
following finishes: Statuary bronze, hammered silver and 
black relief. The base is to be especially recommended 
because of its permanency, and its ability to stand un- 
limited use. It can be used with costume and waist forms, 
too, waist, dress and hat stands, and can be had in three 
sizes, five, eight and eleven inch. 

ee 
Graham-Bear Corporation, Chicago, IIl.: 

For 1924, the Graham-Bear Corporation, 155 N. Union 
Street, Chicago, Ill, has added extensively to its line of 
wax figures and will display forty models. Their facilities 
have been increased to more adequately serve the demands 
of the display profession, for in addition to increasing their 
factory space, they have entirely modernized their display 
room. The wax figures will be arranged where the light 


falls on them to best advantage and will be protected by 
special cloaks to keep them at all times in excellent con- 
dition. A great deal of effort is being spent in making 
the display room as artistic as possible and inspection 
by the trade is cordially invited. 





Activities in Convention City 
By E. PRESTON: BROWDER 


Buffalo is all set for what the writer believes will be 
the biggest convention in the history of the International 
Association of Display Men. The delegates and exhibition 
will convene at the Hotel Statler, on Monday, June 23rd, 
and contnue in session until late Thursday afternoon, June 
26th. Reports from nearly every state in the Union indi- 
cate that the attendance will be larger than ever. Many, 
not wishing to mention their names have sent reservations 
to the Hotel committee saying: “Niagara Falls and Buf- 
falo are my choice for a honeymoon.” 

Representative leaders of the profession are coming, 
merchants from many distant states have promised to at- 
tend. Speakers of the highest type have been secured 
among which are Roy Brendal, advertising specialty 
writer and humorist; Alex Osborne, vice president and 
partner of Barton, Durstein and Osborne Advertising 
Agency; Robert Karkanoff, writer, traveler, artist, and 
many more the Demonstration committee chairman has 
not compiled. 

The business sessions will be held at the rear of the 
convention hall, Broadway Auditorium, where three large, 
fully equipped windows will be built. A new show win- 
dow lighting system will be installed showing every type 
of illumination. How color effects enhance merchandise 
can be visualized at a glance. A demonstrator and edu- 
cator will be present to manipulate and explain the illu- 
mination. 

The educational program will be unique. The actual 
demonstrations by the country’s greatest displaymen, live 
model draping will be a feature. A fashion promenade 
of draped girls, Buffalo’s most beautiful, will be included. 
It is the desire of Mr. McEachnie, chairman of committee, 
to secure thirty men who will stage one drape, bringing 
their own material and trimming for this spectacular event. 
This will enable the visiting delegates to see thirty drapes 
executed in thirty minutes. It will be non-competitive. 
However, the committee has a surprise X X at this moment. 
The latest development in the art of displaying groceries, 
electrical appliances, men’s wear, shoes, neckwear, hard- 
ware, hats, etc., etc., will also be on the list. These are 
of inestimable help and educational value. Lectures by 
“topnotchers” in show card writing and color harmony. 

The Entertainment committee has arranged a tentative 
program for the ladies and their display director escorts 
including a “Get Acquainted Tea,” a motor trip and lunch- 
eon to East Aurora, the home of the Roycroft products, 
a visit to the shops, etc., a Mardi Gras night at an amuse- 
ment park in Canada, a trip to Niagara Falls and that’s 
enough. The banquet at the closing will be another feature 
in which the best talent will be secured. 

In letters from the various secretaries comes the report 
that their affiliated organizations are ready to co-operate. 
Many have stated they will come enmasse carrying the 
colors of their respective cities. In the parade, Monday 
morning from the hotel to Auditorium, Chicago, New York, 
Cleveland, Detroit, each vie with one another for the 
largest delegation. One city in the south stated they have 
circularized the employers who in each instance granted 
their permission to attend, all expenses paid. As usual, 
the Pacific coast will be represented. 
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Value in Bakery Windows 


Well known displaywoman in this line tells of 
her success with inviting displays 

Bakery display windows, to be effective, must be invit- 
ing. In more recent years, these windows have usually 
been constructed with transparent backgrounds, making it 
possible to look on through into the bakery. If the in- 
terior is neat, clean and inviting, and the window corres- 
ponds, it invariably draws the customer inside. Such win- 
dows have been used for years, by The House of Bach- 
mann, Bardstown Road at Douglass Boulevard, Louisville, 
Ky., one of the progressive bakeries of the middle west. 

Irma S. Bachmann, manager of this successful bakery 
was asked this question by The DISPLAY WORLD: 

“Do bakery window displays pay?” The reply was: 

“Most emphatically—they do.” Continuing, she said: 

“We have no set rule for decorating our windows, but 
are always careful to use only a few things—always re- 
membering that a window, or for that matter anything 


One of Bachmann’s Bakery Windows, Louisville, Ky. 


else, cannot be artistic if it has a number of articles jum- 
bled together. Then we try to make the display unusual. 
“We are fortunate in that the neighborhood in which 
we are situated consists mainly of people who are capable 
of appreciating the artistic—the unusual. We have two 
windows. In one, we display mostly the bakery products. 
The other, we decorate in seasonal things. For instance, 
for our Christmas windows, we used a festoon of cedar 
around both, but in the products display window, we placed 
red doilies and used a large fruit cake, which we touched 
up with small sprays of cedar, small cakes and a tray with 
candies. In all, we had perhaps six articles. 
~ “In the other window we improvised a fireplace of Den- 
nison’s crepe paper with red brick tile pattern. On this, 
we hung three small stockings filled with hand made dolls, 
stick candies, a hand made handkerchief, etc. On either 
side of the fireplace we had a small cedar in a red tub; 
a: green rug, with a red border on the floor, to the right an 
antique sewing table on which was a small clock, crystal 
candlestick, Bible and a pair of old spectacles on the Bible. 
In the center was an old black spinning wheel and a ladder 
back chair. Many of our customers said it looked exactly 
as if we had taken a room out of an old farm house, and 
moved it into the window. Persons, who had not been 
inside before, stopped to look at the window, and, of course, 
glanced at the other display, saw the bakery products and 
came in to buy. This surely proves the value of display 
windows, does it not?” 
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‘IGURES that attract attention— 
not because of some startling ir- 
regularity or unusualness, but 
rather because of the perfect natural- 
ness and harmony with which they fit 
in the scheme of any display. 

Such figures, make it easy for obser- 
vors to visualize themselves dressed 
in the very same garments or under 
similar circumstances that the setting 
suggests. 

Imagination is stimulated and de- 
sire influenced by the human con- 
tact which is represented by life-like 
wax figures 


from 


New San Francisco 


Branch 


T NUMBER 11 FIRST STREET, 
opening January 15, 1924. A 
large well-lighted showroom and 

window display wherein a varied selection 
of the latest wax figures, forms and dis- 
play fixtures will be carried. Mr. William 
C. Candlish, experienced in the needs of 


the trade, will be in charge of this branch 
office. 


J. R. PALMENBERG’S SONS, Inc. 


Established 1852 
63-65 WEST 36TH STREET, NEW YORK 


BOSTON CHICAGO _ SAN FRANCISCO BALTIMORE 
26 Kingston Street 204 W. Jackson Blvd. 11 First Street 122 W. Baltimore Street 





























is the time to think 

of Decorating Your 

Display Windows 
for Spring 


HERE IS THE CATALOG THAT WILL 
HELP YOU DO IT 
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Bei fer W inaqaow Displays 
for Spring and Summer, 1924 


is almost ready for distribution. Every conceivable idea 
for your Spring Displays is incorporated in it. They 
are Display Deécoratives that make your Merchandise 
~ things of Beauty and they are priced lower than ever. 


A Well Arranged Display of Merchandise 
Enhanced by Adler-Jones Decoratives 
is bound to increase Sales. 


Write for Your Copy Today | | 


THE ADLER-JONES COMPANY 
649 SO. WELLS ST., CHICAGO 


OPPOSITE B. & O. RAILWAY STATION 
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